


oma» BOOT SHOE 
om" HEC E 








EVERIT B. TERLIUNE, 


President | oS Bz * Ss wa & 


Vice-Presidents 
ARTHUR D. ANDERSON 
H. WALTER SCOTT 
BERNARD C. BOWEN 
HUGH M. BOWEN 
GORDON SCOTT 


EDITORIAL STAFF 
ARTHUR D. ANDERSON, Editor 


MON 4s 4 I ° 
RAY » = By —e Recorder Picks New Bases for Summer 


JOHN J. REILLY 
Art Director and Promotion Manager On with Your Boots 


OWEN A. THOMAS, Associate Editor 
140 Federal Street, Boston, Mass. 


HARRY R. TERHUNE, Field Editor 
201 Oceano Drive, Los Angeles, Calif. 


ELEANOR M. RUTLEDGE . 
Fashion Editor Flashlights of Shoe Folks 


HERBERT B. GOODRIDGE 
Make-Up Editor 


RAYMOND H. GOODRIDGE, News Editor 
JOHN F. W. ANDERSON, Research Editor || 


L. W. MOFFETT, Washington Editor 
oe JAMES G. SAAS, Aenostate — 
ational Press Bldg., Washington, D. C. | _ . 
| The Editor's Outlook 


Voice of the Trade 


Time to Plan for Foot Health Week 


Good Values and Unusual Service Build Success 


Fathers and Sons in Recorder Family 





Editorial and Executive Offices | 
100 East 42nd Street | 
New York, N. Y., U.S.A. 





Practical Pointers on How to Sell Shoes 


Publication Office 
Chestnut and 56th Sts..Philadelphia, Pa., U.S.A. 
| 





O.P.1. (Other People’s Ideas) 











® Middle Atlantic Has Record Convention 





Owned and Published by 
CHILTON COMPANY 
Incorporated 


Chestnut and 56th Sts.,Philadelphia,Pa.,U.S.A. 
100 East 42nd St., New York, N. Y., U.S.A. Copyright 1941 by Chilton Company (incorporated) 


Shoe News 


OFFICERS AND DIRECTORS 


JOS. S. HILDRETH, Vice-President E. B. TERHUNE, JR., 100 East GORDON SCOTT, E. P. LING- 
GEORGE H. GRIFFITHS, Vice-President 42nd St., New York, N. Y. Tele- HAM,DONALD R.MacARTHUR, 
phone: Murray Hill 5-8600. 140 Federal St., Boston, Mass. 


EVERIT B. TERHUNE, Vice-President Telephone: Liberty 4460. 
J. H. VAN DEVENTER, Vice-President . 
: B. C, BOWEN, 209 S. State St, H. WALTER SCOTT, Chestnut & 
Cc. S. BAUR, Vice-President Chicago, Ill. Telephone: Wabash 56th Sts., Philadelphia, Pa. Tele- 
WILLIAM A. BARBER, Treasurer 8058 phone: Sherwood 1424. 


JOHN BLAIR MOFFETT, Secretary HUGH M. BOWEN, 1627 Locust HARRY R. TERHUNE, 201 Oceano 
J 5 Si.. St. Louis, Mo. Telephone: Drive, Los Angeles, Calif. Tele- 
JULIAN, CHASE Garfield 3347. 4 hone: Arizona 36270. 


THOMAS L. KANE 


G. C. BUZBY 
IW Member, Audit Bureau of Circulations, Associated Business 
P. M. FAHREXDORP Papers. Published every Saturday. Yearly Subscription Price: 
HARRY V. DUFFY United States and Possessions, seniee and Cuba, $3.00; Canada, 
5 ’ s r 3a ts. 
CHARLES J. HEALE $3.50. Foreign, $10.00. ingle copy ) cents 






































BOOT ann SHOE RECORDER, January 25, 194] 








mae 
(fia 


; 


paeeend bitin + ag il 


ae...’ 





wala 


FOR THE BEST PATENT LEATHER SHOES 








BOOT AND SHOE RECORDER 


CONCLUDING his duties as Gov- 
ernor of New Hampshire, Francis 
P. Murphy, the State’s leading shoe 
manufacturer, indicated in his fare- 
well message to the Legislature that 
he may continue in the service of 
the Federal Government. The vice- 
president and director of the J. F. 
McElwain Shoe Company of Man- 
chester and Nashua is now serving 


UTY CAL 
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as an advisory consultant on shoe 
production of the National Defense 
Commission. 

“In a happier world,” said Gov- 
ernor Murphy, “I might allow you 
to regard this as my farewell ad- 
dress. I might sound with gladness 
and satisfaction a note signalling 
my retirement from public affairs. 
But, in consideration of the dangers 
which threaten our nation and our 
way of life today I cannot in hon- 
esty seek retirement. 

“In just what form of national 
service I am to engage, this is 
neither the time nor the place to 


say. But | stand before you now, 
making one all-embracing plea for 
unity—one purpose, an undivided 
mobilization of our American will 
to preserve democracy.” 
” . * 

E. M. SIEFF, vice-chairman of 
Marks & Spencer, Ltd., London. 
England—giving “Some Reflections 
on the Impact of War on Distribu- 
tion” at the 30th Annual Conven- 
tion of the National Retail Dry 
Goods Association, said: 

“I feel that in Great Britain a 
great many changes and modifica- 
tions in the established economic 
and social structures are taking 
place. Certain trends are visible 


now. In the sphere of distribution 
a considerable number of retailers 
will have been forced out of busi- 
ness by reason of the limitations of 
supply and restriction in trading 
which I have indicated. 

“Will they ever return in the 
post-war period? It is difficult for 
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me to believe that the independent 
retailer will not still form an integ- 
ral part of the distributive organ- 
ization in Great Britain. He has 
been the backbone of distribution 
and has borne his share of the bur- 
den of anxiety with superlative 
courage and with great business 
acumen. Department stores and 
multiple stores perform a valuable 





service, but they account for only 
a small percentage of the total retail 
business of the country. It is highly 
undesirable that the independent re- 
tailer should give way to the larger 
type of organization. 

“On the ‘other hand, the quota 
system does give an advantage to 
the larger organizations which have 
sufficient capital to carry on for a 
period of time, even though no 
profits are made. Although there 
has been a rivalry between the inde- 
pendent retailer and the department 
and multiple store traders, they are 
mutually helpful today because of 
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the unselfish spirit which reigns 
amongst most traders in Great Brit- 
ain. The war, with its anxieties and 
alarms, has drawn all classes to- 
gether. The stories of retailers and 
customers who carry on amidst the 
ruins of the stores are no exaggera- 
tion. Such experiences are part of 
the guarantee that the men and 
women of Great Britain cannot be 
defeated, and will eventually emerge 
victorious from this great struggle.” 


ERVING JOSEPH of Joseph’s 
Shoes, Evanston and Chicago, Ill.— 
who is considered one of the Middle 
West’s leading style men, states: 
“Judging by shoes shown at the 
National Shoe Fair, women are go- 
ing to be better fitted and more 
comfortable this season than ever 
before. Shoes this year are saner 
than they have been for some time. 
Manufacturers have- made great 
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strides in developing the elasticized 
shoes, as well as other types, so that 
they can be fitted correctly. We 
look for the low heel trend to con- 
tinue to gain momentum and believe 
that the walled lasts, which are an- 
other noteworthy contribution to 
both comfort and style are here to 
stay. We also look for the wedge 
type platforms to become one of 
our most important Spring shoes 
and in our stores are giving this 
type considerable promotion. Judg- 
ing as a whole, from our immediate 
outlook and the numbers of orders 
and buying interest we saw at the 
Shoe Fair, the shoe business is in a 
healthy condition and should stay 
that way for some time?” 
* * - 


SUMMARY of Retail Clinics at 
the National Shoe Fair — reports 
from Professors Hawkinson, Wil- 
lard and Duncan—also from heads 
of other clinics: 

Merchants conferring with the re- 
tail experts were chiefly concerned 
with how to control their expenses 
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—At the recent Style Show held in 
Chicago, a leading fashion editor 
selected a blonde cutie as typify- 
ing the Number One fashion girl 
choice for 1941. 

—This type is described as “spar- 
kling, fresh, brisk, blonde and 
healthy;" is being called the new 
"Vitamin" girl, and is replacing, 
{according to the above-men- 
tioned fashion editor) the langor- 
ous, dark type. 

—So you shoe men with brunette 
wives want to be very cautious as 
to how you spring this “blonde” 
bombshell at your own little fire- 
side. 

—<And I'm wondering what we're 
going to do with the 17,649,547 
brunettes who have been so sud- 
denly thrown into the discard. 

—We surely can't shoot them, and 
it wouldn't be feasible to give 
them away as premiums for five 
wrappers of Whoozis Vitamin B 
(for Blonde) bread. 

—Mavbe the easiest way out of this 
dilemma is to shoot the fashion 


editor. 


Sb Tn 


President 





for the year and how to get in- 
creased balances on present expense 
basis. They were especially con- 
cerned as to whether or not prices, 
taxes, and cost of their help are 
likely to increase next year. Practi- 
cally all of them wanted to know 
how to increase their margin to off- 
set the extra burden of taxation, 
which all expect to come. 

Experts in charge reported that 
this year’s clinic brought many re- 
peaters, retailers who now make it 
a habit of returning every year with 
a complete set of their operating 
figures which they are anxious to 
compare with the standard. The 
professors pointed out that they 
realize the problems of competition 


are becoming greater and as a result 
are making successful efforts to use 
better methods of keeping track of 
their expenses and stock control. An 
indication that they are attempting 
to keep their stores well-balanced 
and well-operated businesses 
throughout is seen in the fact that 
practically all of them made ap- 
pointments in each division of the 
clinic. Retailers registered repre- 
sented practically all parts of this 
country and there were many from 
Canada. 

W ALTER GABLE, men’s shoe 
buyer at Marshall Field & Co., Chi- 
cago, says: 

“Judging by our very great Chi- 
cago Shoe Fair, casual shoes are go- 
ing to be very definitely in the 
Spring and Summer men’s shoe pic- 
ture. It seems to me that for the 


sake of the men’s shoe business, an 
early definition of the term ‘casual’ 


WHAT 
THESE 


oe 

as it applies to shoes is urgently 
needed. Just now it is much too 
general and applies to practically 
any shoe not worn for formal or 
business occasions. We refer to a 
shoe worn to the beach, for walking 
in the woods, on the golf links, to 
the country club, for just plain loaf- 
ing and a number of other uses as 
a ‘casual.’ With the picture as it is 
at present, men will be dressed casu- 
ally about 75 per cent of the time 
during the Summer. If we are to 
continue to stress the shoe for the 
occasion, we must find a more spe- 
cific classification for ‘casual’ and 
break it down into specific defini- 
tions, or we will confuse the public 
and defeat what we have been try- 
ing to do.” 


- THEMRE suas 
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IFFRANK A. JOHNSON, general 
sales manager of the Rubber Di- 
vision of Endicott Johnson Cor- 
poration, says: 

“Where there is business to be 
had, you will always find competi- 
tion, and therefore where compe- 
tition exists you will always find 
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business. This is a fundamental law 
— with courage, cooperation and 
aggressiveness linked with merchan- 
dise correctly priced, you can meet 
all competition and get your share 


of this business.” 


BB ETTER wages should lead to bet- 
ter shoes, in Detroit in particular. 
Do you know that if employees the 
United States over received the 
same wages as paid to Ford em- 
ployees, the national income would 
be increased a full 50 per cent? 
Better wages lead to increased gen- 
eral prosperity and here’s a case 
where one company leads the land 
towards a new prosperity. Ford 
took a full page in the newspapers 
the country over, to say the follow- 
ing: 
“Wage scales in the Ford Motor 
Company Rouge plants are divided 
into three classifications: 
“Unskilled . . . both male and fe- 
male, without experience, classified 
as non-productive. Minimum hiring 
wage 75c. per hour. 
“Semi-skilled . . . Men with lim- 
ited experience, classified both as 
non - productive and _ productive. 
Minimum hiring wage 80c. per 
hour. 
“Skilled . . . Men with years of 
experience, classified as productive 
employees. Minimum hiring wage 
90c. per hour. 
“Wages paid above these mini- 
mums are in consideration of abil- 
ity and years of service. 
“A recent check-up shows that 
nearly one-half the workers at these 
Ford plants were 40 or over, fall- 
ing into age groups as follows: 
“25,819 are between the ages of 
40 and 50 

14,731 are between the ages of 
50 and 60 

3,377 are between the ages of 
60 and 70 

417 are between the ages of 
70 and 80 

12 are between the ages of 

80 and 90.” 


* * 


E, J. FANNING, of E. J. Fanning 
Shoe Store, Oak Park, IIl., says: 
“Sportsmanship is a wonderful 
asset anywhere and especially in the 
_ shoe business. And nowhere have | 


seen a better display of sportsman- 
ship than at our industry’s National 
Shoe Fair, where it was so in evi- 
dence between displayers and exhib- 
itors and where it extended so 
wholeheartedly to buyers and re- 
tailers. What retailers appreciate 
most is being able to walk into a 
room, being treated with the ut- 
most courtesy, being allowed to look 
at everything at length, and at the 
same time being able to do so with 
no feeling of obligation to buy. 

“As a buyer I have always looked 
forward to the Shoe Fair, because 
it gives an opportunity for imme- 
diate comparisons of lines, styles, 
and values, something which can- 
not be done otherwise. Thus it 
makes it possible to plan for the 
future, not for the buying period 
just ahead solely, but even as far 
as two or three years hence. It is 
this over-all picture of many lines, 
their comparative values, prices, 
styles, qualities, etc., that we need 
for a well ordered business today.” 

* é * 
FFRANK COX, manager of the 
Stetson’s Shoe Store in Chicago, 
lll., says: 

“I believe this year’s Shoe Fair 
was the best we have ever had, and 
it certainly deserved its record- 
breaking registration and attend- 
ance of retailers. There was every- 
thing there. Anyone who wanted to 
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go after something to study for his 
own individual needs could cer- 
tainly find what he was looking for 
—either in the clinics, the display 
rooms, or the style show. I believe 
the question and answer session of 
the latter was especially valuable to 
visiting merchants. 

“We in our store certainly face 
an excellent future and are looking 
for a nice increase in business. We 
are probably entering the best sea- 
son we have ever had for walking 
and sport type shoes and these 
should be given all possible pro- 
motion.” 

om 7” + 
SAM NIERMAN of Nierman’s 
Bootery, Chicago, Ill., says: 

“Special tribute should be paid 
to the style show at the Fair, which 
contained many helpful bits of in- 
formation and much good sound 
advice for the individual merchant. 
I personally used the Shoe Fair as 
a golden opportunity to do a lot of 
buying for the coming season, since 
I think this annual occasion offers 
everything a merchant could ask 
for. It certainly looks like a strong 
play shoe year, and | believe most 
merchants bought heavily on these 
types. However, at the same time, 
those of us who do a big business in 
comfort type shoes, do not expect 
the play shoes to make any inroads 
on that division of the business.” 


“A little flattery is O.K.—but quit saying ‘At last, the perfect foot divine.’ 
You ain't the type” 
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, @ NCE more the Recorper offers you basic types for the coming 


season. In our Oct. 26 issue we gave you 12 bases . . . all tested 
fashions . . . for Spring. Now we pick 12 more important bases for 
Summer . . . for the after-Easter period. 

Pumps. (We give you four types.) The pump silhouette takes a 
bigger slice than ever of Spring and Summer business. This has been 
called a pump year. The use of elasticized sections has gained many 
new pump customers among women who could never wear the tradi- 
tional unelasticized pattern. Typical of these elasticized pumps is the 
spectator we show here. For women who can wear any type, we show 
three basic ideas. There is the pump with big punchings . . . we 
showed it in the Oct. 26 issue. And there is the pump with the impor- 
tant low cut d’Orsay line which we have already shown several times. 
We combine them here in a punchinello pump with d’Orsay line. 
There is the open back pump which is [TURN To PAGE 33, PLEASE] 





Above, left to right: “Over- 
boot” to wear over shoes. Vel- 
veteen Gaytee, Kwik Fastener, 
over-shoe boot for fur-trimmed 
costumes. “Continental Boot,” 
Kwik Fastener, over-shoe style. 
“Campus Boot,’ introduced 
1939, to wear over socks. From 
United States Rubber Company. 


Single boots, top to bottom: 
The “Grenadier” for flat-heeled 
shoes. Goodyear Glove Rubber 
Footwear Division of U. 8. Rub- 
ber Co. Popular type high boot, 
slide fastener. Endicott-Johnson. 
Child’s “Cowboy Boot” worn 
over socks. U. S. Rubber Co. 


Right, left to right: “Television 
Boot” with Talon Fastener. 
Cambridge Rubber Co. “Flicht 
Boots” for mother and child. 
Pioneer in high boots made to 
pull over shoes. Two Raintogs 
from the Hood Rubber Co. 










Right, left to right: Child's Red Boot in 
new leather grain finish. Women’s “Fash- 
ion Boot.” Two smart models from Mish- 
awaka Rubber & Woolen Mfg. Co. Up- 
to-the-minute “Military Boot,” a Shuglov 
from Goodrich Footwear. Child’s “Rocket 
Boot” style, also from Goodrich Footwear. 
Both for wear over shoes. 
















Below: This is how the girls roll down 
their high boots in class or when they 
want a little change ‘round the campus. 





High Rubber Boots for Women... That's the 









News in Rubber Circies Right Now. A Rapidly 










Growing Business the Future Promises Even 


Bigger Sales. Popular on Campus This Year, 






They Are Bound to Be Best Sellers for Town a 


i ) ) | \ / Year from Now. Plan to Sell More Boots in °41. 
s 


SOMETHING is happening to the overshoe business. 
And it’s something you're bound to be interested in 
because it’s selling overshoes to the trade that has been 
a pretty tough customer the past few years. Heavy socks 









and a pair of rubber-soled saddle oxfords . . . that has 
been the foot uniform of the average college girl. And 
just try to get her into anything else even when the 








rains came and the snows fell! 
Well, all that is fast changing and the new high 
rubber boot is the cause. We have seen with our own 










é eyes what is happening on campuses where new styles 
= are so often born these days. And high rubber boots 
é is what is happening. Boots reaching to just below 
‘i the knees. Rubber boots in red and tan and black and 
white. Rubber boots that slip on or zip on or buckle 
= on. Rubber boots to wear over shoes. And rubber 






boots to slip over socks minus shoes. One of your minor 






problems, by the bye, may be to think up substitutes 






for shoes to wear under these boots. Girls who wish to 






remove their boots in class want something more sub- 






stantial than socks. A close-fitting, light little leather 






[TURN TO PAGE 33, PLEASE] 











Typical campus Winter scene 1941. High rubber 
4 boots are fast becoming the rage in many colleges. 
These girls obligingly posed for the Recorder. 
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THE TIME TO PLAN FOR FOOT 


APRIL 21 to 26, 1941, are the dates selected for 
National Foot Health Week. 

Every retail store that is doing a real fitting job, 
and every manufacturer who supplies such stores is 
invited to join in making this year’s National Foot 
Health Week the “biggest ever.” 

In all the years that Boot anp SHoe Recorper has 
sponsored this successful event, there has never been a 
time when opportunities were as great as this year. De- 
fense program prosperity is resulting everywhere in 
betterment of shoe sales, both in volume and quality. 
Customers are reported returning to owner-operated 
stores. 

The public seems to want more shoe and less “dress- 
ing.” In women’s shoes, mannish types, lower heels and 
softer construction are style news. 

Draftees, accepted or rejected, will focus attention on 
the importance of good feet. Efficiency lowering foot 
ills have no place in the new production program. There 
has been nearly one hundred per cent increase in the 


number of magazine articles devoted to feet and shoes 
since last year. From October, 1939, to October, 1940, 
the general magazine index in the New York Public 
Library lists more than twenty such articles, raising the 
average of one article a month reported last year to 
close to two articles a month in national magazines 
read by shoe wearing people throughout the country. 

Which should be reasons enough to get busy NOW 
with plans and preparations to take fullest possible ad- 
vantage of this great opportunity in your store and you! 
community. 


ESSENTIALLY considered as a retail store promotion 
and an outstanding cooperative event of the shoe indus- 
try, chiropodists and podiatrists in many communitie- 
also take an active part in this educational effort. Shoe 
merchants planning cooperative promotion program- 
are urged to get together with the medical men ard health 
representatives of their communities in their planning 
This has been and is being done in numerous places 
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but, as the public interest in foot health has grown, so 
the scope of Foot Health Week is increased, and all 
the groups or individuals interested in public health 
should be invited to participate. Foot Health Week 
is one of the very few retail promotion “weeks” that 
have continued and grown for as much as twelve suc- 
cessive years—proof that it holds something of more 
than momentary interest to the public. That this grow- 
ing interest has room and need for further expansion 
is equally true. The best way to accomplish that growth 
is through true cooperative effort. 


BB oor anv SHoe Recorper is offering ideas and sug- 
gestions in a series of articles covering all angles of 
advertising and display for both cooperative and indi- 
vidual store promotions. 

So that Foot Health Week will not get “lost” in the 
hustle and bustle of Easter (which it follows) immediate 
action is advised. Two angles of promotion should be 
followed: First, the desirability of foot health, and gen- 
eral means of attaining and maintaining it. Second, the 
services offered by the individual stores that contribute 
to foot health. 

Most communities have a merchant’s organization 
ready to handle cooperative promotions today. If yours 
has not, this general guide will help in making up 
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Consider both executives and selling staffs of the 
various stores in this distribution of work. After organ- 
ization is completed, meetings for store staffs, for foot 
specialists and other medical men, including health 
authorities, and for leaders of various clubs, associa- 
tions and civic bodies, should be arranged—possibly 
luncheons at which the guests may be “sold” the idea 
of Foot Health Week, and their suggestions for cooper- 
ation invited. Local conditions must determine the ex- 
tent of this drive for cooperation, but the facts listed 
in this article definitely indicate that foot health has 
grown far beyond being merely the subject of an impor- 
tant retail store promotion and has become a matter of 
recognized health importance in many communities. 


LET the general campaign be dominated by altruistic 
and humanitarian appeals. Let people know that proper 
shoes, properly fitted, will overcome nine-tenths of adult 
foot suffering. That babies born with perfect feet should 
not know later foot ills. How healthy feet may be as- 
sured. The different places filled by the shoe specialist 
and the foot specialist. The importance of prevention 
in every effort to greater measures of health and 
happiness. 

Lectures and foot clinics free to the public (especially 
school children) held by a combination of shoe men, 


HEALTH WEEK PROMOTION 


National Defense Focuses Attention on the Importance of Good 


Feet and Efficiency, Lowering Foot Ills Have No Place in the Pro- 


duction Program. So National Foot Health Week Promotion in °41 
Starts with the Public in a Receptive Mood. 


needed committees. You'll want these officers and com- 
mittees: General chairman, secretary-treasurer, decora- 
tion and display committee, advertising committee to 
solicit ads, publicity director to handle news stories, 
speakers’ committee to arrange radio and personal talks, 
contest committee if contests are used and special fea- 
tures’ committee. Enlarge or condense to meet your 
local requirements, but divide the work among people 
who will get things done. 


by KR. E. ANDRUSS 


foot specialists and regular medical men, should be 
developed. Also a series of talks by competent people to 
parent associations, mother clubs, schools and other 
organizations at their meetings previous to, or during 
Foot Health Week. Give prominence to any work that 
is already being done to improve foot health in the 

community. 
Contests of various types are good cooperative 
[TURN TO PAGE 33, PLEASE] 





FLASHLIGHTS 


OF 
SHOE FOLKS 


BOOT anv SHOE RECORDER, January 25, 1941 


Left: War or no war. 
British shoemakers \ stici; 
to their machines to fill 
their orders. Here's W. ©. 
Downing and Martin An- 
drus, of Church’s, New 
York and London, on the 
job with their line at the 
National Shoe Fair. Le't 
to right: Walter T. Gable, 
men’s shoe buyer, Mar- 
shall Field, Chicago; Mr. 
Downing, Fred B. Kohler, 
of the Rodes-Rapier Co., 
Louisville, Ky.. Mr. An. 
drus. 





Left: Officials of the Webster (Mass.) 
Shoe Workers Independent Union make 
the final payment for the plant which 
the workers purchased. The plan to 
purchase the plant was formulated si: 
and a half years ago by the union and 
involved a payment of $71,000 over « 
ten year period. The payments were 
completed three and a half years ahead. 
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Left, opposite page: Ray Brownhill, left, weil 
known Coast men’s buyer, gets together with 
David Quigley, of the Conrad Shoe Company, at 
the Shoe Fair to discuss the new styles for men. 


Right: Wishing to buy some new shoes and 
unable to take time off from his work of direct- 
ing Barbara Stanwyck and Henry Fonda in “The 
Lady Eve,” Director Preston Sturges phoned 
Bob Farmer at the Broadway-Hollywood men’s 
shoe department for a selection of his favorite 
shoes. Here he is as the cameraman caught him. 


Every man to his taste. E. R. 
Breck, sales manager of 
Daniel Green Company, pre- 
fers his pipe; Carl M. Sten- 
dal, prominent Minneapolis 
shoe merchant, enjoys a cas- 
ual cigarette, while W. J 
Reardon, factory superinten- 
dent for Daniel Green, main- 
tains a good cigar is a smoke. 
Snapped by the Recorder 
camera man in a moment of 
friendly relaxation at recent 
National Shoe Fair, Chicago. 


The newly-elected officers 
of the National Shoe Trav- 
elers Association get to- 
gether after their annual 
meeting and election in 
Chicago, just prior to the 
National Shoe Fair, to talk 
things over. Left to right: 
Jack Clark, vice-president; 
Urban K. Allen, president, 
and Tom Delaney, well 
known secretary-treasurer 
of the association. 
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Good Values and Unusual Service 
Characterize Chicago Store 


The K & G Boot Shop is 

a modern up-to-date store 

in which an attitude of 

neighborly friendliness and 

service prevails as a means 
to meet competition. 


K « G pou Shop Believes in Giving the Public What it 


Wants in the Way of Value, Style and Satistaciory Service. 


as an Aid in Meeting and Beating Powerful Competition 


THERE’s one shoe man who doesn’t care how many 
chain stores move into his neighborhood. In fact, he 
wouldn’t care if there were one on either side of him. 
This man is Ray Koenig, owner of the K. & G. Boot 
Shop, a veteran Chicago merchant who makes it so 
much a part of his business to compete with the chains 
that it’s probably the latter who have to do the worrying. 

Selling in the lower priced field to a laboring and 
foreign class trade and located in the heart of a chain 
store shopping district, Mr. Koenig has successfully 
operated a thriving independent business, because, in 
his own words, he “gives the public everything the chains 
do, plus a lot more.” That his method of operation is 
successful is seen in the fact that early last Summer he 
departmentalized his business by opening a new and 
completely modern exclusive women’s shop. Although a 
comparatively small business, he employs ten men as 
clerks, and three girls in the hosiery department during 
rush periods. 


Formerly combined in one store, his men’s and 
women’s business each demanded more room, so he now 
operates two separate shops, one for women at 4735 S. 
Ashland Avenue, and one for men just a few doors 
South. Prices in women’s shoes are $1.99, $2.99, and 
$3.99, and men’s are $2, $3, and $4. 

Competing with the chains begins with a completely 
equipped modern store including a hosiery, bag, and 
custom jewelry department, according to Mr. Koenig. 
It also means having as attractive windows as can be 
found in any shoe store. Mr. Koenig considers his win 
dows his most important advertising medium. He uses 
bright unusual backgrounds and changés them four 
times a year in keeping with the seasons. Because he 
runs strictly a style business, his windows can be taken 
as a decided index of the latest styles in shoes. Each 
window shows 120 different styles which are changed 
constantly. One window is devoted to $1.99 shoes and 

[TURN TO PAGE 40, PLEASE | 
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Left, Emil Kayser, co-founder 
of Wetherby-Kayser, Los An- 
geles, Calif., right, Frederick V. 


Kayser, president. 


FIFTY-THREE years ago the firm of Wetherby-Kayser 
Shoe Company opened in Los Angeles, California. Since 
that time the company has expanded until, at the pres- 
ent, it operates eight stores on the West Coast. 

The secret of its success? Well, it’s hardly a secret-— 
up-to-date stores, up-to-date styles, up-to-date merchan- 


dising. And the concomitant result of snappy dis- 
plays, keen promotion, and a well-informed sales force. 
Wetherby-Kayser has been reading Boot AnD SHOE 


RECORDER ever since the store opened in 1888. And, to 
quote Frederick V. Kayser, president, “We think very 
highly of the Boot anp SHoe Recorper. It is one of 
the outstanding shoe magazines of the country. The 
articles and information are up to the minute and are 
very instructive. Our salesmen read the magazine re- 
ligiously for advance information on styles, colors and 
on new selling ideas. We thought you would be inter- 
ested in what we think of the job you are doing.” 
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Elastic Budget for “Short Range” Operation 


W HAT policy is a merchant to pursue in the light 
of the tremendous significances of things that are hap- 
pening in the world? Is he to get all “stewed-up” over 
wars and consequences of wars and emergencies? Or 
is he, within his own store, going to keep his feet on 
the ground? In other words, is he going to make a 
policy based on the uncertainties of his mental iife and 
thereby muddy up his business life? 

Of course, there is no flat “yes or no answer” but 
theré is a common sense to known fact that people are 
going .to.need shoes and if one merchant doesn’t sell 
theni to his people, somebody else will and he will be 
left out in the cold, with his mental calamities. 

No man in the retail shoe business can, with fixed 
assurance, make a long-range plan covering the entire 
policy of his business. He can, and must, make a short- 
range operating plan and the sooner he does it, the 
better for him and his business. 

There is such a thing as an elastic budget 
will stretch over unforeseen emergencies—and that’s the 
kind of rubber budget you should have. It should be 
definitely practical on major operations and yet some- 
what adventurous on minor promotions. Under normal 
circumstances, this would be one of the years when 
balancing the business budget of a store would be pos- 
sible and practical. The budget plan is a good thing 
for every business, providing it frees the executive of 
that business rather than fetters him to calendar policies 
that may be tipped over under abnormal circumstances. 

Every owner-managed store is so close to the customer 
and so close to the stock on the shelves that it is obvious 
that the business man is not going to speculate wildly 
even though he knows that it is practically certain that 
the cost of living will rise substantially in the months 
and years ahead. 

Through one of our neighbor publications in the 
jewelry field, we learned of a very successful jewelry 
store, that has a fixed policy of never remarking at 
higher prices any of the goods that have been put in 
stock and in the cases. Now what would you have 
done in a parallel case—with pure white diamonds in- 
creasing in price a full 75 per cent? Would you con- 
tinue to sell the old stock at the old prices or would 
you remark everything you had to the new cost-plus 


one that 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


markups? Well, believe it or not, this famous jewelry 
store has been in business years on end and has always 
kept faith with the customer and has never done 
otherwise. 

There is no implication in what we have said above 
that shoe prices are in for indefinite expansion, to be 
followed (when the emergency is over) with the self- 
evident serious contraction. We know that in the last 
World War the cost of living more than doubled. 
Events have not shown us the pattern of the present 
emergency, but in a convention of major merchants, 
held by the National Retail Dry Goods Association last 
week in New York, one paramount pressure was put 
upon everyone present to hold consumer prices and 
let increased volume take up the slack in those numbers 
where advancing wholesale prices have already pushed 
up the cost. 

Any man in business today must make a very thor- 
ough study of his own place in the scheme of selling. 
in his community. He must determine for the time 
being, where his prices begin and end. He can only 
do so in a short-range way; but he can put more order 
into his selling plan. When you see a bargain basement 
selling types of shoes at prices higher than the upstairs 
store, and vice versa; slippers and the like selling less 
on the main floor than in the basement, you have a 
cockeyed plan of marketing; or one of the other buyers 
is faster and quicker. 

There should be an identity to a fashion operation of 
a store as well as a corrective operation and certainly 
the bargain policy should not be one of constant con- 
fusions. 

This is an excellent time for self-analysis so that 
your Spring selling policies are clear, definite and pro- 
motable. Always remember that no store, anywhere. 
controls the buying habits of its public. Rather the 
store must tempt the customer’s imagination or satisfy 
the customer’s foot. Actually, every business must now 
put its policies in order—no matter how much or how 
little its budget. 
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For Rent 


IN CHICAGO 


To Manufacturers: 


Sample rooms in The Republic Building, State at 
Adams, one-half block south of the Palmer House. 


To Jobbers and Wholesalers: 


Large spaces in the wholesale district and in the 
“Loop” District. 














To Retailers: 





Well-located store locations in several outlying 
shopping districts and a number of splendid “loop” 
locations. 


For complete information please consult 


LOUIS HALLER 
GORDON STRONG AND COMPANY 


209 S. State Street Harrison 8191 
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Practieal Pointers on 


HOW TO 


Chapter Five in a Series 
RE-SELLING YOUR CUSTOMERS 


EXCHANGES and refunds are the pet peeves of most 
shoe men. To avoid them, in the great majority of cases, 
is a simple matter. Just re-sell your customer. It need 
not take long and you will be well repaid by having fewer 
exchanges and refunds. 

When you and your customer have decided on the 
shoes to be purchased, or even after the shoes have been 
paid for, call attention again to the perfect fitting quali- 
ties, compliment her on the choice of the material in the 
shoe for the. purpose for which it is intended. 

Of course, you could just say: “Thank you”, and pass 
on to the next customer BUT your real competition will 
come that evening when the shoes are tried on and 
proudly exhibited to the family at home. You will not 
be there to defend your fit, quality, color-combination 
or what not. Other members of the family may criticize 
fit, length, width, heel height, material, soles or appear- 
ance. Against this barrage of objections the poor, be- 
wildered customer has no defense unless she has been 
fortified in advance. Prepare her for her sales talk to 
friends and family. Make it so emphatic that she can 


by PATRICK A. MORGAN 


SELL SHOES 


tell it with zeal and so that she will sell them instead of 
being un-sold herself. 

The simple statement: “I know you will enjoy wear- 
ing these shoes because—" will start you over each point 
to be emphasized and if you do as good a job of RE- 
SELLING as you did on your sales presentation you 
can chalk off the exchanges. Don’t lose this opportunity 
to make the shoes stick. Having the shoes worn out of 
the store does not entirely eliminate your problem for 
even though she does not bring them in for exchange. 
the family’s criticism may cause her to dislike the shoes 
and thereby lose you a customer. 

Fortify her well. Tell her that she will have many 
compliments on them and tell her why. She wants her 
friends to be envious and she wants to know how to 
make them envious. Give her plenty of reasons and she 
will do a selling job for you that will send you more 
customers. Give her the power to make her friends ask: 
“Who's your shoe fitter?”. 

Tell her why these shoes are fitted so they will hold 
their shape as long as she wears them and why the) 
will not bulge out over the soles. Image that scene i 
the living room tonight—how crestfallen she is in the 


[TURN TO PAGE 36, PLEASE 
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shapes designed to bring distinction to 
footwear, the box toe becomes increas- 
ingly important. 

The currently popular wall last is best in- 
terpreted with Celastic—the medium of 


accurate toe styling. Smoothness at the 





tip line combines with firm flexibility and 
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durability to create MATCHED PAIRS 
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THE QUALITY 
BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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A Boot and Shoe Recorder Department 


ory reqpee’s PF 


by JOHN F. W. ANDERSON 





New Address Circular Shadow Boxes Advertising manager Irving Freid- 
enrich writes in to say that they 


started off their regular January sale 
about as usual with possibly a little 
better bargains than in other years. 
The store sent out penny postcards 
to their regular customers encourag- 
ing them to come in early for the 
best choice. Three days later they 
followed this up with a couple of 
newspaper ads, throwing the sale 


On the occasion of their moving One of the most attractive men’s 
three doors down the street, Propri- shoe stores that we have seen around 
etor George W. Ashton, of Ashton’s New York City is the A. S. Beck 
Shoe Shop, Inc., Salem, Mass., sent men’s store on 7th Avenue at 36th 
out an attractive four page folder Street. 
to their customers and prospects an- It is a conventional size store with 
nouncing the event. Copy on the first its length about three times its width 
page of the six by four inch folder but its interior has been made most 
extended a cordial invitation to the attractive. The walls of the store are 
customers of the house to drop into painted a warm grey color and all . 

. . : open to the public. 
their new store: stock is kept in a rear stock room, Ria tee’ ae te On Sake, 

“It will be larger and more com- entered through a door in the center San Senne ae iP a . d Mr 

, . ‘ years an r. 
fortable for my customers with better of the rear wall. Chairs for the cus- Freidenrich reports that they were 
display space in the windows but the tomers are placed with their backs even forced to tts a six-inch neal 
same fine shoes and careful fitting to each wall and the clear center floor on “anole od in te aide os 
service as has been my pleasure to of the store gives an impression of in sy — & 
offer during the nine years at the spaciousness. But the effect that “Due to the tremendous crowds in 
present location. really hits the customer's eye ie a our store Saturday, we were un- 

“I hope you will find it convenient 8€Ties of circular shadow boxes sunk pits wp seeneste neo sien oiibene. 
to look in on me on the opening day ‘0 the walls aver the choirs ot te “To those who were inconvenienced 
or soon after to see for yourself the ferent levels. The shadow box being we offer our sincerest apologies. 
improvement my new shop offers in about two feet jin diameter by roy “To those who were turned away, 
the way of pleasant, comfortable and inches deep, and indirectly Seni. we say Please Call Again.” 
convenient service. nated to effectively display a pair of ea @ 


“I take this opportunity to thank shoes in the nner of cach. : “Flexible as a Rapier” 


ron fr ae pt inert and 4oP< pat Do You Think of Thi? Kovving tht « graphic form 
As an added inducement to drop When a shoe store actually has to NAG pst eat oe am “we 
into the new store early, Mr. Ashton turn customers away from the doors Flage Bros. Shoe Store Orel 
also sent a “blank check” to each of _ it’s news. But such a phenomenon Brookt pone ca “oh flexibility of 
his customers offering a two weeks actually happened at Stenchever’s. its rang i a the flexibility of 
ten per cent discount on any and all _ Paterson, New Jersey, shoe store this pay are foil. 
shoes in the store. month. A foil is set in a wooden stand in 
their window and the tip of the foil 
is curled around in the shape of a 
figure nine and a man’s shoe is curled 
up in the circle of the nine. 
“Light as a Feather,” “Soft as a 
Pillow,” etc., are examples of graphic 
advertising that are effective and 
sound in consumer appeal. 
* 


a ~ 


Shoe Tag 


Recently, we were looking at suits 
in one of our leading department stores 
and ran across an idea that might be 








suits 
stores 


ht be 
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BEST IDEA OF THE WEEK 
PUT THIS IN YOUR PIPE AND SMOKE IT! 
(Stetson Shoe Shop, 144 S. Dearborn, Chicago) 


O. P. Ideator—“That’s quite a collection of pipes 
that you have there on the ceiling in your Stetson’s 
Men’s Lodge. It reminds me of an old English 
Tavern.” 


Manager Frank Cox-—“Yes, there are over 300 of 
them, and every one represents a regular customer. 
They are regular old fashioned 18-inch clay church 
warden pipes, chosen to fit in with the old English 
atmosphere of our store. Whenever a customer comes 
into our store, we give him a pipe, fill it with his 
favorite tobacco, and he proceeds to smoke and enjoy 
it while being fitted for shoes. We then put his name 
on the pipe, hang it on one of the beams, and it’s 
his to smoke whenever he chooses.” 


O. P. Ideator—“Does he have to wait until he buys 
another pair of shoes?” 


Mr. Cox—*Not at all. In fact, he is encouraged 
and invited to drop in whenever he would like a good 
smoke. As you can see, an atmosphere of complete 
informality prevails here, a feeling we have created 
with our low beam ceilings, heavy oak arm chairs, 
lounge chairs, rich scatter rugs and open fire place. 


We have developed, we believe, through atmosphere 
and usage a men’s shoe department that is in reality 
an informal business and professional men’s club.” 

“Our customers drop in during their lunch hours and 
use it as a meeting spot after business hours.” 

O. P. Ideator—*This is all a very interesting idea, 
but the important thing is, does it help to sell shoes?” 

Mr. Cox—“We believe that it does. Many men 
make a habit of dropping in here for a smoke—a habit 
which makes it easy for them to come here when they 
need shoes.” 

O. P. Ideator—“Do they talk shoes during these 
informal visits?” 

Mr. Cox—*The interesting thing is that they do. 
They like to look at the latest styles that are on dis- 
play. And on more than one occasion men striking 
up an acquaintance naturally turn to a discussion of 
our shoes, what features they like about them, etc.” 

O. P. Ideator—“Y'm glad to see that here in the 
heart of a busy city that there is still one shoe store 
that has time to be informal and friendly. I have 
certainly enjoyed a chat and a smoke in these attrac- 
tive surroundings.” 











very useful for the shoe department or 
the shoe store. 

A tag was attached to the suit, list- 
ing the correct accessories to be worn 
with that particular style and material. 
This idea should be very applicable to 
shoe merchandising. A tag attached 
to each pair of shoes could list the cor- 
rect suiting, socks, gloves, hat, etc., to 
wear with that particular model. Or 
the tag might list the location of de- 
partments of a department store where 
the different accessories can be bought. 


* * * 


Telephone Solicitation 


Most shoe merchants regard their 
telephone bill as a part of their over- 
head. It is considered the same as 
heat, light, taxes, insurance and other 
fixed costs. However, the telephone is 
a little different from these other fixed 
costs. No matter how much you pay 
for heat, light or electricity, it has 
little effect on sales. But effective use 
of the telephone can materially in- 
crease the amount of sales in your 
store. Properly used the telephone 
can become one of your most effective 
and profitable sales getters. If re- 
minder cards fail to bring customers 
in again, telephone calls from sales- 
men to their personal customers will 
often do the trick. Telephone solicita- 
tion is especially useful in the promo- 
tion of particular bargains and sale 
events. One of the most effective ap- 
proaches is to the “hard-to-fit” cus- 


tomer for whom you have set aside a 
special pair of shoes during a sale 
period. 

In an effort to improve telephone 
manners and to aid in the development 
of the telephone as a more effective 





ogg 2 


THREE INCH HEELS are for YOUI- = 


Look “tall and willowy” in this stunning 
ELASTICIZED GABARDINE BOW 
PUMP (Black, Rhumba Brown, Middy 
Blue) . . . this sparkling PATENT 
SANDAL! Three precious inches of 
height . . . and ummm what a figure 
they give you! 











A good selling point in high-heel mer- 
chandising—-and psychological too! 


sales instrument, the Southwestern 
Bell Telephone Company has made a 
number of suggestions for improving 
telephone conversations. The most im- 
portant is to make your voice pleasant 
and interesting, clear and cheerful. 
“Visualize the person you are calling, 
and then talk to him, not to the tele- 
phone.” 

1. Always be sure of your number 
before you call. A wrong number irri 
tates you and the person you call by 
mistake. 

2. Address your customer by name. 
A person likes to be called by his own 
name and it is effective in selling. 
Identify yourself promptly and ask it 
it is convenient for you to talk to the 
person at the moment. 

3. Don’t waste the customer’s time 
or yours. Know what you are going to 
say and say it. Be able to answer any 
and all questions about the merchan- 
dise you are selling. 


4. When the call is completed, 
thank the customer. Don’t bang the 
receiver down on the hook—it may 
cause unpleasant noises at the othe: 
end of the line. It is just as discourte- 
ous as slamming a door in the custom- 
er’s face. 

5. Be polite in answering calls your- 
self. When the telephone rings, you 
do not know who it is—it may be your 
biggest customer. Identify yourself 
immediately and do not fail to thank 
the person for calling. 















[30] 
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Middle Atlantic Has Reeord Show 





N umber of Manufacturers’ Lines at Twenty-seventh Annual Convention 





in Philadelphia Largest in Recent History of Association — Spring and 





MEETING at the Benjamin Franklin 
Hotel, in Philadelphia, for their twenty- 
seventh annual convention, on Sunday, 
Monday and Tuesday of this week, the 
Middle Atlantic Shoe Retailers’ Asso- 
ciation held one of their most successful 
business sessions and shoe shows in 
recent years, with a materially in- 
creased attendance of retailers and a 
decidedly augmented number of ex- 
hibitors, as compared with a year ago. 
The percentage of shoe manufacturers 
numbered among the exhibitors was 
considerably larger than yast year, and 
most of the traveling salesmen in at- 
tendance reported satisfactory business, 
particularly on Sunday, when many 
retailers came in from surrounding 
communities. 

The custcmary meeting of the as- 
sociation’s board of directors was held 
on Sunday, and under a change in 
convention procedure, the election of 
directors and officers for the coming 
year was also held on that day. Robert 
Hemhauser, of Irvington, N. J., was 
elected president for the coming year, 
to succeed Harvey L. Farr, of Allen- 
town, Pa., who has guided the associa- 
tion’s activities as chief executive since 
the convention in January, 1940. Rus- 
sell S. Wood, of Philadelphia, was 
elected first vice-president, and Walter 
C. Byerly, of Wilmington, Del., was 
made second vice-president. Robert C. 
Gerheim, Johnstown, Pa., was chosen 
third vice-president. Louis Bendheim, 
of Wilmington, was reelected treasurer, 
and Cal J. Mensch, of Philadelphia, 
continues as secretary and managing 
director. 

Directors for the coming year were 
elected as follows: PENNSYLVANIA 
—A. N. Foster, Uniontown; Roy 
Walter, Wilkes-Barre; Russell S. Wood, 
Philadelphia; Murray Rolfe, Philadel- 
phia; Moses Leipowitz, York. NEW 
JERSEY—Robert Hemhauser, Irving- 
ton; Maurice P. King, Newark; Ben 
Katzinger, Atlantic City. MARYLAND 
—Arthur T. McCanner, Frederick; 
John D. Dunn, Hagerstown. DELA- 
WARE—Walter C. Byerly, Wilming- 
ton; G. T. Sauter Wilmington. DIS- 
TRICT OF COLUMBIA — Philip J. 
Stach, Washington; Louis N. Yockel- 


son, Washington. VIRGINIA—J. H. 


Geiger, Richmond; Arthur L. Herrick, 
Suffolk. 

The opening business meeting of the 
convention followed a noonday lunch- 


Summer Shoe Fashions and Color Probabilities Discussed at Meeting. 





ROBERT HEMHAUSER 
Irvington, N. J., Merchant Elected Presi- 
dent of Middle Atlantic Shoe Retailers 


Association 


eon in the Crystal Ballroom of the Ben- 
jamin Franklin on Monday. This affair 
was one of the most largely attended 
gatherings in the history of the Middle 
Atlantic Association. Harvey L. Farr, 
retiring president, was the presiding 
officer, and he took occasion to thank 
the other officers as well as the direc- 
tors and association members for their 
support and assistance, which con- 
tributed so largely to the organization’s 
success during the term of his admin- 
istration. Mr. Farr paid a_ special 
tribute to Managing Director Mensch, 
whose efficient performance of his man- 
ifold duties was acknowledged as a 
substantial factor in the progress and 
accomplishments of the association 
during the past year. Mr. Farr’s mes- 
sage as president, in which he cited 
some of the important activities car- 
ried on during his term of office, fol- 
lowed greetings by William Delamater, 
president of the Shoe Club of Phila- 
delphia, and an invocation by Dr. Wil- 
liam H. Fineshriber, of Keneseth Israel 
Synagogue, Philadelphia. 

Featured speakers at Monday’s meet- 
ing were James E. Gheen, well-known 
after-dinner speaker, whose humorous 
and inspiring talk, alternately amused 
and thrilled his audience, and Ruth H. 


Kerr, style analyst for the Calf Tan- 
ners’ Association, whose topic was 
“Sizing Up on Fashion.” She sounded 
a note of warning with regard to shoe 
styles, pointing out that in times of 
national emergency fashion has no pri- 
orities, and that what has happened 
to fashions in European countries ma) 
happen also here. For the present and 
for this year, however, there are no 
priorities affecting shoe fashions, and 
Miss Kerr advised the retailers to 
study their own clientele as to whether 
they want fads or tested fashions. The 
fashions that may be most hazardous 
at the moment in the Middle Atlantic 
States, she pointed out, may be the 
ones that are most talked about in the 
South or Southwest, such as the saddle 
finish, which may prove perfectly good 
later on, but should not be promoted 
too early. She spoke of pumps as a 
perfectly legitimate fashion every- 
where at this time, including the many 
versions of pumps now being shown, 
and some step-ins the customer regards 
as pumps. 

Miss Kerr hailed the elasticized shoe 
as tremendously important this Spring 
and added that elasticizing as now 
used is a decided asset to proper fitting. 
She mentioned strap shoes, sailor ties, 
monk straps and low heels as interest- 
ing revivals. She distinguished be- 
tween town casuals and casual play 
shoes, and recommended that mer- 
chants consider casuals for their extra 
business possibilities. 

In the matter of shoe colors up to 
Easter, Miss Kerr predicted blacks 
would be down to 40 per cent, blues to 
represent 35 per cent; browns to beige 
15 per cent; tan and white combina- 
tions 3 to 5 per cent; reds 5 per cent. 
After Easter she believes all whites 
will represent 25 to 30 per cent; white 
combinations 40 per cent, the remain- 
der, blues, like Airway and Navy, 
greens, pastels, saddle colors and black. 

Murray C. Rolfe, of Dalsimer’s led 
the style discussion that followed Miss 
Kerr’s address. 

Dr. J. Russell Doubman, of Wharton 
School of Commerce and Finance, was 
chairman of the merchandising clinic 
held Monday afternoon, and was as- 
sisted by Drs. Reaves Cox, Edward R. 
Hawkins, Herman S. Hettinger and 
Howard T. Hovde, of the marketing 
staff of the Wharton School. Retail 
problems were discussed at an ope? 
forum session and many interesting 
merchandising questions were ansv cred 


























, 1941 BOOT ann SHOE RECORDER, January 25, 1941 





Ww 


’ Tar- 
4 was 
yunded 
o shoe 
nes of 
no pri- 
ppened 
~s May 


HEBALKAN WINE is a Spring 
— and Summer wine, a light wine 
s. and blended to the right color depth 
ers to to make it a promotional asset to 


“e e all accessories. It is a color for the 


erdous sophisticates, who dress in subtle- 
tlantic ties. Basically young color, it is 


~d ~ also for all the women who dare- 


saddle not the brighter reds of the 
y good 
omoted 
S as a 
every- 
» many 
shown, 
regards 


current and coming season. 





ed shoe ee ae aR ae 4 ee , 
Spring ; =? a as eld ae Ee HBB ALKAN WINE is to acces- 
: — 2 fai pees a sorize the soft, well tailored town 
= m4 SS Sant ea ieee suits... the simple but gentle- 
sherest- eee ~*~ lined good black, blue, beige and 
7 7 i ae grey dresses, and prints. It can be 
Vv Fs . . 

" ae a ae ' cleverly touched with white, blue 
r extra 4 A oe ve | (Airway or the pastel blues), 
a: oye a pink or aqua. BALKAN WINE is 

s up to Hy : ° . . ° 
blacks tb eed oe ree owe, 868 light wine of fashion promise. 
blues to hata y 
to beige 
ombina- 
er cent. 
whites 
:; white 
remain- 
Navy, 
d black. 
er’s led 
ed Miss 


Nharton 


ce | STANDARD DIVISION 
g clinic MN“ . 


coed ‘ va ALLIED KID COMPANY 
reketing . ee 209-SOUTH STREET 
er ie BOSTON. MASS. 
a Y : 

nsw ered. 




















4 incur Bhs Wem % at aa) 


BOOT ann SHOE RECORDER, January 25, 1941 


Recorder Picks New Bases for Summer 


[CONTINUED FROM PAGE 15] 


slated for a real comeback this Spring. 
And there is the pump with open sides 
which is being featured right now in 
many lines. 

Slipons. (We give you two here.) One 
is the conservative shoe with 17/8 heel 
and flattering d’Orsay line which thous- 
ands of women will buy in various adap- 
tations, made with goring and elas- 
ticized areas. The other is a new treat- 
ment of the very popular Norwegian 
pattern. The change is in the saddle 
which is not stitched down across the 
tongue but is free and movable, with 
goring adjustment like a sabot strap. 
Its vamp suggests the whole very wide 
range of moccasin and moccasin effects 
being used for all types of shoes. 

Straps. (We give you six.) Straps 
are definitley in again. In our Oct. 26 
issue we showed three strap shoes as 
important bases. As a “dark horse” 
idea . . . not a basic pattern ... we 
showed in the same issue a buckle monk 
shoe. Here we suggest the buckle monk 
again as an important travel shoe base. 
Newest and most dramatic is the little 
low-heeled sandal... . shown first in the 
early Spring lines and sketched in the 


Nov. 23 issue of the REcoRDER. It ap- 
peared in many more lines at the 
Chicago Convention. Two versions . . 
typical Greek idea and modernized 
cross-strap ... are good. We show 
both and call them Greek Revival... . 
tying in with the whole new trend to 
Greek fashions, stemming from the 
Greek soldier’s jump to front page 
news. The play shoe with narrow 
strap and buckle has become 1941 num- 
ber 1 base for this type. Goring under 
the buckle may be used for easy ad- 
justment. Last of all, we give you two 
classic straps . . . perennial best sellers. 
These are the dressy closed back sandal 
on a 21/8 or higher heel and the open 
back draped sandal on a 16/8 heel. 

Ties. (We give you two.) The san- 
dalized oxford we show here is a base 
that carries on from year to year. This 
year it is slated to be more important 
than ever. Fall business has already 
shown increased demand for the dressier 
type of oxford. We have picked the ghil- 
lie for our second tie because it has been 
steadily gaining favor the past few sea- 
sons. In the low wedge heel casual it 
is definitely established. 





Now’s the Time to Plan 
For Foot Health Week 
[CONTINUED FROM PAGE 19] 


_material—from “perfect foot” to walk- 
ing contests, or awards for the best 
articles on the benefits of foot health. 
In Salem, Oregon, a walking race for 
" women and girls, limited to seventy-two 
entrants, had a long list of substitutes, 
“used police and Boy Scouts along the 
_ route, which led through main and cross 
“streets, and started at 8.30 o’clock in the 
_ morning. The Mayor awarded the 
. Several years ago Lansing, 
ichigan, held a successful Walkathon. 
well known manufacturer won atten- 
mn with a rhyme contest. And why 
t do something about the people in 
r town who do most of their work 
ding on their feet—postmen, teach- 
beauticians, grocers and all the 

her groups. 
We have seen Foot Health Week 
op from the point where a few 
“pioneered” the event, on 
rough the time when many qualified 
associated themselves as leaders 
the foot health movement. We've 
public interest in foot health grow 
than tenfold in ten years, maga- 
articles increase from none a year 
an average of close to two a month, 
when we urge stores that specialize 
feature shoes to unite in putting on 
bigger and better promotion than 
r in 1941, we sincerely feel that the 
on and the opportunity justify 

r doing so. 
(Near-future articles will cover 
per publicity and advertising, 
store and window display, mail and 

io ideas, and other suggestions. 


On with Your Boots 
[CONTINUED FROM PAGE 17] 


slipper should be the answer, but, as 
yet, there is none suitable on the mar- 
ket. The girls solve the problem as best 
they may by folding or rolling the tops 
down over the ankle. 

The girls’ reaction to these boots is 
universally enthusiastic. They love 
them. We stopped one girl booting it 
to class, to ask her about the ones she 
was wearing. Not only she, but all her 
friends, owned them. “I don’t know 
any of my friends who don’t have 
them,” was her final comment. Another 
girl reported on the vogue for rolling 
them down in class. 

They have caught the fancy of the 
college girl so strongly for several good 
reasons. 1. They are new and very 
different from the traditional galoshes. 
2. They are smart and gay and dashing 
looking . . . the suggestion of a cavalry 
boot is very appealing these days. 3. 
They are easy to slip on and comfor- 
table to wear. 

We don’t need to tell you that this 
new campus style is important for the 
off-campus trade. It goes without say- 
ing that the college style of this year 
is more than likely to be everybody’s 
style next year. Some women are al- 
ready buying. high rubber boots. They 
are finding them such wonderful stock- 
ing protections. And these boots are 
just as smart, just as suitable and just 
as practical for women out shopping, 
marketing or walking as they are for 
the college girl making time across 
campus to an early class. 


[33] 








MEN WANTED 


EXCLUSIVE 
HEALTH SPOT SHOE SHOPS 


The opportunity which is pre- 
sented here offers unlimited pos- 
sibilities for the man who is 
interested in orthopedic shoe 
retailing. 


To qualify, you must have re- 
tail shoe selling experience and 
a thorough knowledge of ortho- 
pedic shoes and correct fitting. 
We are looking for men who 
are ambitious, willing to work 
hard and are capable of assum- 
ing responsibility. 


If you are interested in helping 
foot sufferers obtain comfort, 
you will find that Health Spot 
Shoes give an unequalled per- 
formance that wins permanent 
customers. 


Health Spot Shoe Shops are 
highly successful because they 
are fast becoming recognized by 
foot sufferers as the one place 
they can obtain comfort. 


As old customers come back for 
additional pairs of Health Spot 
Shoes and new customers buy 
them on the recommendation of 
satisfied wearers, the business 
in these shops continues to grow 
steadily. 

As Health Spot Shoe Shops con- 
tinue to be established, we must 
have experienced, high caliber 
men to operate them. 


Are YOU 
the man 
we are 


looking 
for? 


If your qualifications correspond 
with the requirements listed, 
send for an application blank 
today! 
HEALTH SPOT SHOE SHOPS, INC. 
Industrial Avenue 
DANVILLE, ILLINOIS 
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Banquet and Style Show Close Detroit Fair 


* Committee for Michigan Shoe Fair: Seated, left to right: J. D. Mc- 
ey, Walter Magee, Nathan Hack, Sam Plotler; standing: C. Guy Dixon. 


lerroiT — Closing of the Michigan 
Fair was highlighted by a banquet 
set three records—1, the largest 
e ever—450; 2, the biggest 
a elaborate floor show; and 3, 
mation of the annual style show 
the banquet for the first time. 
phasis in the style show, which 
‘handled by Walter H. Magee of 
ey Milner as master of cere- 
s, was entirely upon shoes, elimi- 
xy the former distraction of ap- 
fashions by having all models in 
td modified bathing costume. 
bwn stood out as the dominating 
of the show, many in two-tone 
mations, shading off into tans and 
es. Brown and white in combina- 


tion was shown on a considerable num- 
ber of shoes exhibited. Multi - color 
combinations were present in sports 
shoes, but chiefly in ties and in trim 
rather than in the basic fabric of the 
shoe proper. 

Fabrics were strong, but there was a 
rather unexpected emphasis upon black 
patent, chiefly in pumps with open toes. 
A number of red and white, and some 
blue and white combinations in eye- 
arresting shades were noted. There 
was a moderate emphasis upon wedges, 
indicating that this style will continue 
to be fairly popular in stores here. 

Frank Huetter, new president of the 
shoe travelers, was chairman of enter- 

[TURN TO PAGE 41, PLEASE] 


Ohio Leather Co. 
Reports Yearly Profit 


YOUNGSTOWN, OHIO — Ohio Leather 
Co., at nearby Girard, Ohio, reported 
$138,838 net profit for the fiscal year 
ended Oct. 31, 1940, as compared with 
net profit of $237,323 the previous fiscal 
year, the annual statement reported. 
“The year has been a most difficult one 
due to the hazard of being compelled 
to operate in a highly fluctuating mar- 
ket,” V. G. Lumbard, president, told 
shareholders in explaining the dimin- 
ished earnings. “The war in Europe 
has contributed substantially to this 
condition and further narrowed our 
markets by closing to use many impor- 
tant sources of raw material supplies. 
This has resulted in swings of 25 to 
30 per cent in our raw material 
and finished inventory values. Conse- 
quently, our net profit for the year has 
been barely sufficient to cover our divi- 
dent requirements,” he said. The bal- 
ance sheet shows current assets, in- 
cluding $74,398 cash, of $2,498,913, 
against current liabilities of $379,522, 
a ratio of about 6% to one. Early in 
December the company refinanced its 
bank loan, reducing the interest from 
3% to 2% per cent. The amount of the 
loan was slightly increased, from 
$632,522 to $665,000, but maturities 
were placed on a more satisfactory 
basis, Mr. Lumbard said. Of the loan, 
$370,000 is due Dec. 1, 1947, and the 
remainder $4,847 monthly, less interest 
charges, from Jan. 1, 1941. 

Current business has improved to 
some extent, he said, and this is evi- 
denced by $830,000 worth of unfilled 
orders, compared with $664,000 a year 
ago. Mr. Lumbard told shareholders 
that in spite of embargoes and: other 
restrictions on foreign materials the 
company was able, through consistent 
research, to maintain the high stand- 
ard of its products. Earnings last year 
on the common stock amounted to $1.26 
a share compared with $3.28 a share 
the previous fiscal year. 








[36] 


Practical Pointers on How to Sell Shoes 


[CONTINUED FROM PAGE 26] 


midsi of that barrage of criticism. Make 
her capable and proud to answer all 
objections. 

I have had women come back to me 
with a new pair of shoes and say: “I 
can’t possibly wear these—they’re much 
too tight. Why I couldn’t even get 
them on this morning.” With supreme 
confidence in my fitting ability I slipped 
the same shoes on again and they were 
comfor.able. Then I had to explain that 
a new shoe properly fitted would feel 
snug if tried on immediately on getting 
up in the morning, and an old shoe 
should be worn for an hour or two be- 
fore putting on the new ones. Why? Be- 
cause after a night of rest the feet are 
fully relaxed and someiimes swollen. 
Don’t you often lace your shoes tight in 
the morning only to have to draw the 
laces much tighter an hour or so later? 

Especially with elderly women it is 
well to fortify them against this pos- 
sibility by simply stating that the new 
shoes may seem a little tight if put on 
when first arising in the morning, but 
that if an old pair is worn for an hour 
or so the new ones can be slipped on 
easily and comfortably. Sometimes I 
have had shoes returned for some triv- 
ial reason. I courteously fitted the cus- 
tomer in other shoes, then asked if I 
might see the shoes in question on her 
feet again. Putting them back on and 
pointing out the best features often 
overcame the fancied objection and the 
customer went happily on her way with 
the same shoes. She may have been 
just voicing an objection brought up by 
some member of the family and I had 
given her the reasons to combat it. 
She liked the shoes in the first place or 
she would not have bought them and 
she was happy to be able to confirm her 
own judgment in defiance of the family’s 
objections. 


Avoiding Needless Exchanges 


Forewarned is forearmed. Give your 
customer plenty of ammunition to en- 
able her to stand by her judgment. 
Make her proud and happy over mak- 
ing a wise selection. Exchanges cost 
double time, patience and effort and 
often prevent you from making that 
extra sale. Avoid them by pre-suppos- 
ing a possible come-back and do that 
re-selling job NOW. 

In selling the first pair properly you 
have fulfilled the mission of a good 
clerk. To sell the second pair requires 
alert salesmanship. Somewhere during 
your sales presentation you have seen a 
gleam of desire in your customer’s eyes. 
Perhaps for fhe ir that was most in 
competition for ‘the phir selected. Now 
this pair may or may not be the pair 
to offer as a second pair. That is for 
your judgment alone to decide. If the 
customer's purse: will allow two pairs 
for the same ‘purpose then you are safe 
to present it: If mot, then you had bet- 
ter suggest an entirely different shoe 
for an entirely different purpose. If 





you have just sold a dress shoe and 
your intuition or observation has told 
you that your customer works in an 
office, then suggest a stylishly tailored 
shoe for office wear. If, on the other 
hand, your customer is a lover of sports 
or a student, then by all means suggesi 
a sport or walking shoe. 

To suggest a shoe without showing it 
is like trying to sell “intangibles.” You 
know exactly what shoe will fit this 
foot and the way to additional sales is 
to get that shoe on the foot. When you 
ask, “Anything else, please?” the an- 
swer is almost sure to be “No.” But, 
when you slip an attractive pair of 
shoes on a customer you have all the 
senses of sight, touch, appeal, appear- 
ance, fit and desire, working for you. 


Sell Household Health Shoes 


For the housewife who has just pur- 
chased a dress shoe you have a wonder- 
ful advantage in getting on her foot a 
“household health” shoe. Tell her how 
many miles a day she walks in doing 
her house work. Tell her how this work 
is injuring her health when done in 
cast-off dress shoes or in shoes with 
run-over heels or shoes that have lost 
the abiliiy to properly support her feet. 

You can conscientiously capitalize on 
this and make her everlastingly grate- 
ful to you if you can fit her in a ‘shoe 
that will take her feet off her mind. 
Explain to her how this shoe will make 
her work easier and enable her to en- 
joy the evenings with her family. Use 
the gld insurance salesman’s “Ace in 
the hole” selling talk angle—the feat: 
of ill health. For impfeperly ted, 
worn out, run-over or distarded gress 
shoes used for the heavier tasks Of the 
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day will inevitably tear down the 
healthiest foot muscles. Do your daily 
good deed by equipping those feet to 
function properiy in performing the 
duiies of the American housewife. 

Thousands upon thousands of shop 
girls and clerks are suffering untold 
agonies, clicking around in extreme 
heels, short or misfitted shoes that all 
but incapacitate them for satisfactory 
service. If their employers knew these 
things they would immediately tak 
steps to correct so appalling a situation. 
However, they are not shoe men and 
know nothing of the havoc that goes on 
before their eyes and makes their em- 
ployees inefficient and temperamental. 
A little promotional work on your part 
in contacting such persons and educat- 
ing them along lines that you know so 
well should bring you a flood of co- 
operation in getting more shoes scld 
right and should throw your way a lot 
of new business for your enterprice. 
Instead of selling one pair at a time, get 
yourself a flock of “fleet sales.” Ask 
your employer to cooperate with you in 
getting you contacts with employers in 
whose interests you wish to work. 

Shoe stores today hide behind closed 
doors and wait for business to come to 
them. Take the bull by the horns; go 
after the “fleet business” of school 
teachers, nurses, waitresses, oflice 
workers, clerks and the host of othe: 
classified workers that will be grateful 
for the important informacion on foot 
comfort that will make their jobs 
easier. Many firms require their em- 
ployees to wear identical uniforms but 
who ever heard of uniform shoes? Point 
out the nondescript appearance of a 
conglomeration of high heels, low heels, 
intermediate heels and what not of 
varying styles. Let’s take the shoes off 
the shelves and put them on the feet of 
the workers of America. Sell those extra 
pairs for a purpose. 





Holiday Theme Featured in Window 





“Home for the Holidays” was the theme of this attractive window featur’d a 
Foot Saver Shoe Shop, 34 West 34th Street, New York. Holiday decoration: con- 


tributed to the festive air of the display, and shoes for holiday festi: ities. 
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Scott’s 


and easy to install. 





complete information. 


METATARSAL INSOLE 


No. 1—Fitting perfectly into the natural place beneath the 
foot, this fine article gives support to both the longitudinal 
and metatarsal arches. Made from a fine grade of calf- 
skin lather topping with sponge rubber supports and a 
good split leather bottom, it is light in weight, substantial 


$5.40 Dozen Pairs. $60.00 Gross Pairs 


Note: Limited space prohibits a complete listing and 
description of all seven styles from our complete Insole 
line. In addition to the above, they are available also 
with our Cloverleaf Metatarsals and Long Oval Met- 
atarsals, as well as several other variations. Write for 


Here’s the One for Forty-One 


For BIGGER PROFITS 


For BETTER CUSTOMER SATISFACTION 


No. 5—Like No. 1, 


Metatarsal Support. 


except that it has a very resilient 
sponge rubber bottom shaped to cushion heel and support 
the longitudinal arch. Makes walking a pleasure. 


$7.50 Dozen Pairs. $81.00 Gross Pairs 


No. 6—Like No. 1, except that it has a Right and Left 
Same high quality material and 
workmanship. Extremely popular with the trade. 


$6.00 Dozen Pairs, $68.60 Gross Pairs 


All styles in following sizes: 
Men's: 6-7-8-9-10-11-12—Wide and Narrow Widths. 
Women’s: 3-4-5-6-7-8-9-10—Wide and Narrow Widths. 














SCOTT FOOT APPLIANCE COMPANY 


OMAHA, NEBR. 








New 1941 Spring Folder 
Beautifully Illustrated 
NOW READY 


Write for Your Copy TODAY 





Record Sales at Charlotte Shoe Show 
Large Attendance and Heavy Buying Feature of Southern 
Exhibit, Sponsored by Chamber of Commerce and Travelers. 


CHARLOTTE, N. C.—The Charlotte 
Shoe Show, which ended its three-day 
run here Jan. 14, resulted in a record- 
breaking volume of sales for the 60 
exhibitors who displayed their Spring 
and Summer wares before buyers from 
eight Southern States. The total sales 
were a little over the $650,000 mark, 
according to Al Bechtold, show man- 
ager since the beginning of the semi- 
annual event four years ago. 

The show began Sunday and ended 
Tuesday afternoon and attracted many 
visitors, store managers and other in- 
terested persons to the Hotel Charlotte, 
where four full floors were used, and 
to the Selwyn Hotel. Buyers came 
from North Carolina, South Carolina, 
Georgia, Florida, Virginia, West Vir- 
ginia, Alabama and Tennessee. 

Several exhibitors and salesmen re- 
ported saies far exceeded their expecta- 
tion. Buying continued far into the 
night both Sunday and Monday and all 
lines were in demand. The allied lines 
such as bags, dresses, display material 
and the like were received well. There 
Was much sentiment apparent for en- 
largement of other lines of women’s 
Wear at the July show. 

There were 10,000 samples at the 
show and the dominant note was, of 
course, the same as that at the Chicago 
Show: suppleness, softness and com- 

. Buyers were especially interested 
in women’s fashions that continue to 

r out the moccasin type. Practically 

lines had this style in some form. 
Some models featured Old West and 
thwestern themes in trim, color, and 
her texture. Rough leathers and 
hide effects were noted in some de- 
igns. This style, which is now in its 


third year, seems destined to continue 
as long as women prefer a casual look, 
style and easy-wearing qualities all in 
one. 

The ever-popular bow pumps, of 
course, were much in evidence. The 
elasticized step-in was a favorite, also. 
Buyers were influenced a great deal by 
the preferences of younger girls 
throughout this section—the saddle ox- 
ford in brown and white. Sandals were 
important in many designs, taking up 
a large share of the Spring business. 

The show’s entertainment feature 
was a large floor show and dance in the 
hotel’s new ballroom on the final night. 

The shoe show is sponsored semi- 
annually by the Southern Shoe Trav- 
elers and the Charlotte Chamber of 
Commerce. Jack Croner is president 
of the Southern Shoe Travelers; C. W. 
Smith, secretary; C. A. Daniels, vice- 
president; Al Bechtold, treasurer and 
show manager. All the officers of the 
association were enthusiastic over the 
success of the show, which was due to 
hard work on the part of the manage- 
ment and this cooperation of both 
buyers and exhibitors. 


Bids Invited on Army Boots 


Boston, Mass.— The Boston Quar- 
termaster Depot has announced that 
bids on 101,520 pairs of leather boots, 
with legging tops, will be opened at 
the local Army Base on January 30. 
These are for use of mounted enlisted 
men in the United States Army. Speci- 
fications have been modified to permit 
the use of snuffed grain upper leather 
instead of the full top grain which has 
heretofore been insisted on. 


On January 16, bids were opened on 
one 2000-pair lot of black calf leather 
oxfords for Army nurses. Low bidder 
was the Kesslen Shoe Co., of Biddeford, 
Me., with a bid of $2.14, less one-quar- 
ter of 1 per cent. Other bidders, whose 
bids ranged from $2.39 to $3.58, in- 
cluded the Alberts Shoe Co., of Mid- 
dleboro, Mass.; Brown Shoe Co., of St. 
Louis; Devine & Yungel Shoe Mfg. Co., 
Harrisburg, Pa.; Savoy Shoe Co., 
Elizabethtown, Pa.; Sarra- Sandler 
Shoemakers, Inc., Lynn, Mass.; and 
J. M. Connell Shoe Co., South Brain- 
tree, Mass. 

The local Quartermaster Depot also 
announces the cancellation of invita- 
tions to bid on 285 pairs of white cloth 
blucher oxfords and 255 pairs of russet 
calf blucher oxfords, both lots for wear 
by Army nurses. Another invitation 
for bids on shoes of this type will be 
issued within a short time. 


Havranck Convalescing 


New York—Charles Havranck, well 
known New York representative of 
Swan Shoe Co., has left Physician’s 
Hospital in Jackson Heights, where he 
was treated for pneumonia. Mr. Hav- 
ranck entered the hospital Jan. 3. He 
wishes to express his thanks to all who 
sent the hundreds of letters, telegrams 
and flowers he received. 

Mr. Havranck left the hospital Jan. 
18, and will spend two weeks at home. 
After that he hopes to be on the job. 


Condemns Below-Cost Sales 


HARRISBURG, Pa.—Sen. John M. 
Walker introduced a bill in the general 
assembly on Jan. 13 defining and pro- 
hibiting unfair “less-than-cost” sales to 
attract patronage because “such actions 
mislead the public . . . and divert busi- 
ness from dealers who maintain a fair 
price schedule.” 
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Shoe Store Incorporated 


HARRISBURG, Pa.— Incorporated at 
$5,000, Rings Beautiful Shoes, Inc., 19 
North Fourth Street, Philadelphia, has 
been granted a State charter by the 
Secretary of the Commonwealth’s of- 
fice. The firm will buy and sell shoes 
at wholesale and retail. 

Among the incorporators are Mitchell 
M. Cooper, Louis M. Brucker and Betty 
Harman, all of Philadelphia. 


Collects Barrels of Shoes 


CoraL GABLES, FLA.—The Bootery at 
248 Carol Way is doing its part to aid 
British refugees by offering the first 
receptacle in the city where discarded 
shoes may be deposited. Emanuel 
Seiderman is manager of the shop, and 
has placed a huge Mexican on the side- 
walk close to the door of the shop. 





Present Plaque to Laycock 
















NEW YORK.—During the recent Na- 
tional Shoe Fair in Chicago, a plaque 
was presented to John R. yeock, a 
former director of the National_ Shoe 
Retailers’ Association and now con- 
nected with the Sterling Last Corpora- 
tion. The memento reads: “TO JOHN 
R. LAYCOCK—We, your fellow direc- 
tors in the National Shoe Retailers’ As- 
sociation, upon the occasion of your 
retirement from the retail shoe business, 
desire to express our genuine apprecia- 
tion for your loyal and faithful services, 
and present this memento as a lasting 
token of our respect and esteem. Jan- 
uary 5, 1941—Chicago, Illinois” and 
lists Carl Burgstahler, President; L. E. 
Langston, Executive Vice-President and 
the following directors: W. H. Adams, 
Jesse Adler. George J. Bunn, B. W. 
Childs, Arthur F. Clark, Matthew A. 
Condon, Morris F. Cronkhite, Henry H. 
Dahl, J. C. Fedler. Harry Fontius, A. H. 
Geuting. Joseph T. Geuting, Jr., Edwin 
Hahn, George B. Hess, David S. Hirsch- 
ler, James M. Kempner, Will Knight. 
Owen W. Metzazer, M. A. Mittelman. 
Joe W. Mullen, John O’Connor, Edward 
C. Orr, A. J. Pauly, William Pidgeon. 
Herbert J. Rich, F. Paul Riley, C. M. 
Selby, John Slater. Roy Stevens, Jesse 
J. Thompson, L. F. Tuffly, H. C. Voll- 
rath, Sr.. Albert Wachenheim, Jr., and 
Carol Wills. 
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Flexible Walking Shoe. 
Sizes 3-8 
in Stock 


o 
Easiest to 
+4 
Fit 
No factor contributes more to 
| your reputation as an authority 
on shoe fitting than to be able 
to fit shoes to other than nor- 
mal feet. In no department is 
this more important than the 
| Juvenile. When Mrs. Day’s 
| Ideals are stocked, you have 
our years of experience, re- 
search and cooperation with 
} the medical fraternity behind 
you. For instance, Ideals are 
made on three lasts —-for the 
narrow, average and chubby 
| feet—with many patterns like 
| the above, adapted to the high 
instep. Get the complete story 
of Mrs. Day’s Ideals. You'll be 
surprised to learn what we 
know about the manufacture, 
fitting and selling of little 

shoes. 


MRS. DAY'S 
IDEAL BABY SHOE CO. 


DANVERS, MASS. 





























Dissolve Langer-Lippman Co. 


Boston, Mass.— Announcement is 
made that Samuel M. Langer and 
James A. Lippman, who started in bus- 
iness twenty years ago and conducted 
the well-known wholesale house of 
Langer-Lippman Company at 163 Lin- 
coln Street, Boston, have dissolved their 
partnership by mutual agreement. 

Mr. Lippman has taken over the 
Langer-Lippman Co. and will continue 
to operate it as a wholesale house. Mr. 
Langer has taken over the dozen or 
more retail stores formerly owned by 
the parent company and will operate 
them under the name of London Shoes, 
Inc. These stores are all located in and 
eround Boston. 


Shoe Co. Maintains 
Medical Station 


RocHester, N. H.— The influenza 
epidemic has caused the establishment 
of a medical station at the East Roch- 
ester plant of the Hubbard Shoe (o., 
where large government orders are be- 
ing filled. 

A physician and nurse have been 
engaged to examine employees and pre- 
scribe for those showing symptoms of 
colds or more serious illness. Thi: is 
believed to be the first industrial p/ant 
in the state to take such action, so ‘hat 
national defense production will not 
be slowed up. 
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Fiesta Colors Introduced 
By Color Affiliates 


New YorK—The Color Affiliates, 
those style creators allied in behalf 
of color harmony, introduced colors for 
Spring recently, at a luncheon at the 
Hotel Pierre. The Latin-American in- 
spiration of the new colors was accen- 
tuated by their presentation in a set- 
ting reminiscent of our neighbors to 
the South. Notables on the guest lists 
from these countries, included Sr. and 


Sra. Decio de Paulo Machado; Elsie | 


Houston, Brazilian soprano; Mr. and 
Mrs. Berent Friele; Consul Oscar 
Correia, and members of the Brazilian 
Consulate; Aurelia Colomo, Latin 
chanteuse; Mr. and Mrs. Francisco 
Silva, Mr. Eurico Penteado, Neyna 


Corinda, Mexican contralto, and Sr. | 
Francisco Pardo de Zela. Also outstand- 


ing fashionists attended, the fashion 


and beauty press, and key merchandise | 


personages. 


The Color Affiliates is a union com- 
posed of eight style creators: Koret— | 
bags, Kislav—gloves, Elizabeth Arden | 


—cosmetics, Delman—shoes, Stroock— 
woolens, G. Howard Hodge—hats, Pal- 
ter DeLiso— shoes, Mallinson — silks 
and rayons, who for five successive sea- 
sons, have made their respective trap- 
pings in shades decided upon far in 
advance. Seven new shades were pre- 
sented for Spring, 1941. They fall into 
three distinct sets, planned to comple- 
ment each other—the first being re- 
strained, aristocratic neutrals; the 
second, the dynamic sharp tones, and 
the third, the soft, Springlike pastels. 
The names, girdling Latin America, 
suggest their source ... Brazilian 
Beige, melting color of coffee rich with 
cream (all-important feature shade) ; 
Argentine Navy, “black-haired” blue; 
Trinidad Tan, warm sultry brown; 
Lima Lemon, vibrant yellow; Chile 
Sauce, spicy golden red; Bogota Blue, 
“rain-washed” sky tint; and Peruvian 
Pink, pastel of time-tempered adobe. 
The presentation took the form of a 
Latin American custom, the “paseo” 
. the charming evening stroll around 
the plaza, where beauteous senoritas— 


accompanied by duennas—walk in- | 


evitably in one direction, and the vil- 


lage dons in the other, never speaking | 


but with much sidelong glancing and 
fluttering of eyelashes. Particularly 
liked was the high style pairing of 
Brazilian Beige and Trinidad Tan. 


In each costume, the perfect match- | 


ing of these subtle and high style 
shades was most admirable. The Koret 
handbags, mostly in calfskin and cape- 
skin; the Kislav gloves, in doeskin, 
the Mallinson silks and rayons, the 
Stroock woolens, the Hodge bonnets in 
straws, the Delman shoes and the 
Palter de Liso shoes, in suede, calf, and 
@abardine, all matched beautifuliy, a 
Meat trick which would have been al- 
impossible to accomplish before 
» birth of Color Affiliates. Elizabeth 
den’s new cosmetics—with Bronze- 
Glo as the basis—are styled to high- 
light these new colors. 














Biack satin with 
silvered leather. 
Made inviting by 
delicate shell 


ink Fairy 
‘orms. 


Dull gold tapestry cloth 
with intricate floral pat- 
tern in rich mauve tones. 
Pearlescent ivory forms. 


tee 0 


THE SHOE FAIR 


IN GLORIOUS 


hairy head 


“Those shoes will sell,” said many a buyer who saw them as part 
of the Shoe Form exhibit at the National Shoe Fair in Chicago. 
And why not? The emotional appeal of breath-taking color effects 
is just as irresistible in selling shoes as it is in every other field. 


Drab shoe displays are as definitely headed for the discard as are 
black and white movies in the face of Technicolor’s advance. So 
bring your shoe displays up to date with the new Fairy Forms in 
their wide range of glorious new colors. 

Write today for your copy of the new Shoe Form Ankle-hi folder 
in full color. With it we will send one of our new scales, a handy 
little pocket rule, twelve-month calendar and heel height gauge 
that simplifies the ordering of shoe display forms. 


Let the new Fairy Forms put color appeal 
into your Easter shoe displays. 


SHOE FORM CO. Inc. Dept. S1 AUBURN, N. Y. 






































Dates to Remember 


Annual Convention Northwestern 
Shoe Retailers Association, Hotel 
Radisson, Minneapolis, Minn. 

January 26, 27, 28, 1941 






for Fall, 1941, Waldorf-Astoria 


Hotel, New York. 
March 31, April 1, 1941 


Sorts Meeting Tanners’ Council 
America, White ~ <¥ 


} Fa. W. Va. May 8, 9, 1941 



































Workshoes 
STEEL TOE 
Steel safety SAFETY SHOES 
Tee 
(Patented) and 
POPULAR PRICED 
WORK SHOES 
Carried in Stock 
GOODWILL SHOE 
COMPANY « 
Union Made Holliston, Massachusetts 
Moccasins 


Oe ee 





EL ELIS SREB LEP E DAR EE i 
TRAIL MAKER MOCCASINS 
fer MEN, WOMEN and CHILDREN 
Best known 
line in Amer- 
ica. Carried 
from Coast to 
Coast by lead- 
ing merchants. 


yy * ‘ 
18 STYLES 
IN-STOCK 
All popular ae 





and com 


SEND 


FOR CATALOG | 


SACO-MOC SHOE CORP."28T: 400 | 


Oe Oe OF Or OF Or Or Or er ee 
| 


Riding Shoes 
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FOR MEN, WOMEN 
and CHILDREN 


ALSO 
JODHPUR & FIELD 
BOOTS 











Pattern Shop Moves 


Cuicago, Inu.—Dohr & Mavor, man- 
ufacturers of shoe patterns, have 
moved their shop from 225 W. Huron 
Street to 223-233 W. Erie Street, where 
they will have more space. Excellent 
lighting facilities enable the men to 
work by daylight on all operations, in 
the new location. 





Retailers Seek Uniform 
Thanksgiving 

LANCASTER, Pa.—A state-wide poll of 
the Pennsylvania Retailers’ Associa- 
tion discloses that 90 per cent of the 
group favor a uniform national 
Thanksgiving Day and 51 per cent 
favor the early date observed nationally 
the last two years, it was announced 
by John E. Means, secretary of the 
association. Mr. Means said 37 per cent 
of the membership voted in favor of 
the traditional “late” Thanksgiving 
date while 12 per cent failed to state 
a preference. The members are located 
in 70 leading cities and boroughs in 
the state. 

The result of the poll, Mr. Means 
said, will be sent to Gov. Arthur H. 
James and President Roosevelt with a 
recommendation that the President and 
the governors of the states get to- 
gether on a single date for the obser- 
vance. Governor Jarhes this year pro- 
claimed the “late” Thanksgiving date 
the official one for Pennsylvania. 

Arguments for the early Thanksgiv- 
ing Day given by the retailers includes 
business stimulus and reduction of last- 
minute shopping with a resultant bene- 
fit to store employees. Those favoring 
the later date denied the extra shopping 
week aided business materially. 





Phelps Speaks at 


Boston Meeting 


Boston, Mass.— The 300th dinner 
meeting of the Boston Boot and Shoe 
Club, oldest social organization in the 
industry, was held January 15 at the 
Copley-Plaza Hotel, with President F. 
B. Masterson presiding. The speaker 
of the evening, G. Sidney Phelps, for- 
mer secretary of the Y. M. C. A. in 
Japan and a resident in the Orient for 
25 years, described present-day condi- 
tions in Japan, traced the development 
of that country as it emerged from 
feudalism and became industrialized, 
and stated that, even though powerful 
elements in Japan are friendly not only 
to this country but to England as well, 
war between the United States and 
Japan is by no means impossible. He 
hopes, however, that the arrival of the 
newly appointed ambassador to this 
country may prove to be the beginning 
of better relations between the two 
countries. 
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fanned. 
N-STOCK 
COMFORT SHOES \ 


NOW ... MORE PROFITABLE 
THAN EVER 
















No. 3542 Black Kid Ozford 10/8 heel 
Rubber top, 239 Last, A-BB, 4-10, $2.10 











“Turn Comforts’’ means profits 
and Customer pleasure 
And with Grover Soft Shoes you 


get both in good measure! 










They’re salable profitable turns 
that repecot 

Yes—a time-honored line that 

has never been beat. 









So size up your Comforts 
And do it today 

Handle Grover Soft Shoes and 
You'll find it will pay! 


J. J. GROVER SHOE CO. 
67 SOUTH ST., BOSTON 

















Good Values and Service 
Characterize Chicago Store 
[CONTINUED FROM PAGE 22] 


the other to $2.99 and $3.99 shoes. 
because the windows are his most im- 
portant advertising medium and there- 
fore typify K & G standards of style 
and quality, all shown are make-up 
shoes and carry K & G labels. 

But an attractive store and smart 
windows plus the fact that the store 
carries 10,000 pairs of shoes in stock at 
all times is not enough in meeting chain 
store competition, Mr. Koenig points 
out. During the eight years his store 
has been in the location, he has made it 
a point to become a friendly neighbor- 
hood store devoted to giving quality, 
value and service. Thus each customer 
is regarded as a personal friend and 
treated as such by receiving as much 
time and attention as necessary in fit- 
ting and satisfying desires and whims 
as to style. “We keep the same clerks 
year after year and employ the same 
extra help for our rush periods. Thus, 
people come to know us and we to know 
them. They come in and ask for a 
specific clerk by name and will usuzlly 
wait for him to serve them. Because 
we insist that we exist for the customer 
we have made it a policy to make good 
on adjustments, refunds, and exchan<es, 
and always to listen to and heed the 
customer’s side of the story.” 


And 
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Banquet and Style Show 
Close Detroit Fair 
[CONTINUED FROM PAGE 35] 


tainment and fixed himself a table right 
next to the runway. ... Lew Friedman, 
of the Phillips Shoe Company, was able 
to assist the models off the runway... . 
The Ejisnshadts, Philip, and his two 
sons, Harry and Norman, with their re- 
spective ladies, all of the Phillips Com- 
pany, filled a table. 

Walter Magee proved himself a ma- 
gician, talker, singer and all around 
good actor. (P. S.—He used to play in 
dramatic stock). . . . Nate Hack and 
the Hack Family had a big table right 
by the door. . . . Jim Wilson, founder 
of the Detroit Association, who opened 
the first Walk-Over store here in 1904 
—now back in shoes with B. Siegel Co. 
—was on hand greeting friends... . 
The Walk-Over Gang challenged C. Guy 
Dixon’s Enna Jetick Gang to a singing 
contest. 

Herman Meyer, who really founded 
the Travelers’ Club and never held an 
office in it, had plenty to do with the 
real work back of the show. . . . Dave 
Diamond, formerly a shoeman, was the 
director of the orchestra for the oc- 
easion. . . . Clyde K. Taylor took the 
microphone with a professional insouci- 
ance. . . . Abe Schiller was the man 
responsible for the big show. . . . Bob 
Buckley, old-time shoeman, in from Bad 
Axe, back in town next week for the 
Fair Convention (he also runs the Bad 
Axe Fair). . . . Bob Schmid, the State 
President, started off the official pro- 
gram. . . . Bruce Dickman, retiring 
travelers’ president. . . . Others intro- 
duced from the floor included Clarence 
Armbruster and Moe Cantor. 


George Edward Coon 


ROCHESTER, N. Y.—George Edward 
Coon, 73, former retail shoe merchant 
of this city, died recently at his home 
in Lockport, N. Y., where he had lived 
for the past five years. For 25 years 
previous to that time he operated a 
shoe store in Jefferson Avenue and had 
an extensive acquaintance among shoe 
men. 

Mr. Coon was born at Port Byron, 
N. Y., in 1867, devoting practically all 
of his working years to the shoe busi- 
Mess as clerk and owner until 1935, 
when he went to Lockport to become 
purchasing agent and assistant super- 
intendent of the Odd Fellows Home— 
conducted by the fraternity in which 
he had held numerous high offices, in- 
eluding grand master of the state lodge. 

Beside his widow, Maude L. Coon, he 
leaves a daughter, Mrs. Oliver B. 


. Bauer of Rochester; a son, Harold H. 


Leonard of Detroit, and a nephew. 
Funeral services were held in this city 
and burial was in Mount Hope Ceme- 





$5.00 PRIZE WINNING 


Pet Peeves 


OF SHOE SALESMEN 


Submitted by: 


Mr. A. T. Amiuxen, Hack Shoe Co., Detroit, Michigan 


J. The customer who says, after I’ve shown her almost all the shoes 
in the house: “Oh, I’m just looking . . . wanted to kill some time be- 


fore going to the matinee.” 


2. The customer who complains that she ruined a pair of shoes by 
scuffing the heels on car pedals. It wouldn’t have happened if the 


heels had been Scuffless. 


You can avoid complaints by specifying 
Du Pont Scuffless “*Pyraheel” plastic. heel 
covering. It comes in almost all colors and 
leather effects. Costs you nothing extra — 
and is used by almost all manufacturers. 


Scuffless heels give you an extra talking 
point, too. They resist checking, cracking 
and scuffing—and look new as long as cus- 
tomers wear the shoes. Remember to specify 
Scuffless heels on your next order. 





HOW TO WIN $5.00 


Shoe Salesmen —Send in your “Pet 
Peeves” like the two above. For every 
set used, Du Pont will pay you $5.00. 
In case identical “peeves” are submit- 
ted by more than one person, the $5.00 
will be paid for the pair received first. 
E. |. du Pont de Nemours & Co. (inc.), 
Plastics Dep , Arling N. J. 
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Moccasins 


MOC-ABOUTS 


| U. 3S. Pat. 
Is tock Fer 
Women Beys. 











NASHUA 
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Bowling Shoes 


PROFESSIONAL 





BOWLING SHOES 


BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts.. Philadelphia 








Banquet Celebrates 
15th Anniversary 


PHILADELPHIA, Pa.—In commemora- 
tion of 15 years of progress in the re- 
tail shoe business, Abram’s Hardwear 
Shoes, of this city held a banquet on 
Jan. 19 at the Savoy Plaza in this city. 
The banquet was a gala event, featur- 
ing a Broadway floor show, and ad- 
dresses were made by H. A. Maimon, 
president of the “Abrams Boosters” a 
house organization, A. Birenbaum, 
owner, and C. Strauss, manager of the 
stores. The organization, which com- 
prises four stores and a factory, has 
a personnel of 150 and has had a suc- 
cessful career. It has recently pur- 
chased a considerable portion of the 
equipment and lasts of the former 
Laird Schober factory here and has 
employed a number of its former work- 
men; this equipment is being utilized 
for the, production of women’s fine 
shoes. 


Correction 


New York—lIn a news item in the 
Jan. 4 issue of Boor AND SHOE RE- 
CORDER, it was stated incorrectly that 
Hatton Leather Company was located 
in Grand Rapids, Mich. The company 
is located in Grand Haven, Mich. 

C. H. Herrick of Jamestown, N. Y., 
has been added to the sales staff. He 
will represent the firm in western New 
York, western Pennsylvania, and west- 
ern Maryland. 
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December Shoe 


Production Higher 


New York—Shoe output in Decem- 
ber, according to the Tanners’ Council, 
was estimated at 30,500,000 pairs, an 
increase of 6.3 per cent from the pro- 
duction of 28,690,000 pairs in Decem- 
ber, 1939. The estimated December 
output was the first time in months 
that production was greater than in 
the same menth a year ago. Total out- 
put for 1940 would be brought to ap- 
proximately 397,800,000 pairs, a drop 
of 6.2 per cent from the record set in 
1939, when 424,136,000 pairs were pro- 
duced. 


Annual Shoe Production 
1940—397,800,000 1937—411,969,000 
1939—424,136,000 1936—415,227,000 
1938—390,746,000 1935—383,761,000 


Based on manufacturers’ schedules 
for the current month, it is estimated 
that January output will reach 34,000,- 
000 pairs. Production a year ago was 
33,885,000 pairs. Although the Spring 
production has been late in starting, 
in part because of the later date of 
Easter in 1941, shoe manufacturing 
quarters evince much optimism. It is re- 
ported that the orders taken at the 
National Shoe Fair, held in Chicago 
at the beginning of January, made that 
trade event the most successful held 
in five years. In addition, favorable re- 
tail sales trends have made it necessary 
for retail distributors to augment stocks. 


New Joyce Plant Opens 


CoLumBus, O.— Manufacturing op- 
erations at the Joyce, Inc., plant at 
Mound Street and Scioto Boulevard, 
began Monday, Jan. 20, with 250 shoe 
workers, William H. Joyce Jr., presi- 
dent of the company, announced. The 
Columbus plant will service retail 
stores from New York to Kansas City 
and from Detroit and Montreal to 
Florida and Texas. Rayford Waits, 
formerly with the company’s plant in 
Pasadena, Calif., is in charge of the 
new plant here. Aside from Mr. Waits 
and two other key executives, all em- 
ployees were drawn from this terri- 
tory. 

The new 50 by 350-foot plant was 
erected and equipped within two 
months, provision having been made 
in the design of the building for future 
expansion. A seven-acre site was ac- 
quired. The local firm was incorporated 
as Joyce (California), Inc., with au- 
thorized capital of 250 shares of no 
par value common stock, to operate as 
a subsidiary of Joyce, Inc., Pasadena, 
Calif. 

The Joyce business is now about 12 
years old, and is well known in the 
manufacture of play shoes. The Pasa- 
dena plant has operated during the 
past three years without a shutdown. 
“We are planning the same type of 
operation in Columbus,” Mr. Joyce 
said. “There will be no shutdowns and 
we hope to guarantee our employees at 





BABY BYE’S BEST BUY 


peetneart 
~~ FOR PERFECT 


Latest Government figures show 12.5% 
decline in infants’ shoe production Jan. 1 
to December 1, 1940. SWEETHEART 
sales are far ahead. 

WHY are SWEETHEARTS actually 





bringing customers profitably to thousands 
of dealers? 

BECAUSE customers want them 
Every Mother feels irresistibly that 
“Nothing is too good for Baby.”’ 

She wants the best shoes she can afford ! 

Popular price — national advertising 
creates confidence—pre-welts of outstand 
ing quality—scientific construction. 

KREIDER’S SWEETHEARTS 
are amazingly successful for sound enduring 
re 


asons. 

Invest a penny in a postal for details—prices 
—eatalog—literature. 

RETAIL #1 & $1.25 to $1.49 

Sizes 1 to 9—in stock. 

Long wearing, 9% to 12 Pre-welts also in 
stock. 
CHICAGO 


Keehn Bros. 
PHILADELPHIA 
Hill Shoe Co. 
BOSTON 
Speetor Bros. 
N.Y. OFFICE 
47 W. 34 St. 
THE A. S. KREIDER CO., Lebanon, Ps. 
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least 50 weeks’ work every year.” Mr. 
Joyce has made extensive studies of 
ways and means of obtaining “level 
operation” in his rapidly growing in- 
dustry. 


Successful Buffalo Show 


BurraLo, N. Y.—The frigid blast 
from the West and the thermomete: 
hovering around the zero mark with a 
light snow on the ground, did not dete: 
the crowds from attending the annua! 
shoe show, which opened here at 
Hotel Statler with a biaze of glory. 
Fifty-two lines of shoes were on dis- 
play. Louis Rubin, chairman of th 
show, said it was by far the most suc- 
cessful show held. 

The volume of business done was ex 
cellent; the rooms were crowded al! 
afternoon and evening with plenty of 
refreshments for the visitor. Many liv- 
ing models with the latest styles in 
footwear were featured at the show 
One firm had two pretty twins dis- 
playing footwear, while another had 
a young man parading with his stroll- 
ers. Charles Craney of the Freema: 
Shoe Co. attracted a lot of attention 
with his bootmaker display. 

A vote of thanks was given the Bout 
& SwHor Recorper and the Overland 
Fast Freight Lines for their cooper:\- 
tion in making this show a success. 
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Annual Meeting of Philadelphia Travelers 


Heavy Attendance at Yearly Affair Marked Successful and 


Enjoyable Session. 


PHILADELPHIA, Pa.—The annual 
meeting of the Philadelphia Shoe 
Travelers’ Association, held on Satur- 
day, Jan. 18, in the Washington Room 
of the Hotel Benjamin Franklin in this 
city was not alone one of the most in- 
teresting of recent meetings, but was 
also one of largest attendance. In part 
this was due to the fact that the Phil- 
adelphia body had extended an invita- 
tion to attend the meeting and lunch- 
eon to all members of the National 
Shoe Travelers’ Association who might 
be in the city because of the shoe show 
and convention of the Middle Atlantic 
Shoe Retailers’ Association opening the 
following day. A number of accept- 
ances of this invitation by visiting 
travelers thus contributed to the size 
of the gathering. 

The luncheon was followed by a 
cabaret entertainment in which singing 
by the diners themselves alternated 
with the acts of talent. The meeting 
itself was called to order by President 
Paul Lippincott. Reports of officers 
and committee chairmen showed the 
organization to be in prosperous condi- 
tion and active in many ways through 
the past year. 

A silent tribute was made to the 





Display Cards 
and Price Tickets 


Officers Elected 


memory of Larry O’Connor whose 
death on the Wednesday preceding was 
announced by the president. 

Addresses were made by several of 
the visitors, among them Arthur 
Rapheal, now no longer connected with 
the shoe business but a charter mem- 
ber and at one time president of the 
association; and upon conditions both 
present and prospective, in the shoe and 
leather industry by Samuel Koons of 
Shoe and Leather Reporter, and H. 
Walter Scott of Boor AND SHOE ReE- 
CORDER. 

In recognition of his services as 
secretary-treasurer for the past year, a 
very fine gladstone bag was presented 
to Owen J. Paden whose term as well 
as that of other officers expired, the 
presentation being made by Sidney 
Horowitz. 

The election of officers for the pres- 
ent year, which brought the meeting 
to a close, resulted in the unanimous 
choice of Owen J. Paden as president; 
Frank G. Mirra, vice-president; I. 
Frank Oberfield, se:retary-treasurer; 
and Messrs. Sidney Horowitz, Paul S. 
Lippincott, and Edgar M. Scattergood 
as members of the board of directors. 
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Rochester Retailers Optimistic 


RocHESTER, N. Y.—Shoe retailers 
look expectantly toward the best Spring 
footwear business in years as clear- 
ance sales in progress in most stores, 
are nearing their end. Good reasons 
justify their belief. Not only have the 
sales been meeting expectations, but 
inquiries made by many customers in- 
dicate that, so far as feminine footwear 
is concerned, the Spring styles will be 
of exceptional interest to them. 

What is more to the point, a larger 
number will be in better financial posi- 
tion to buy than in a long time, because 
of an extensive increase in employment 
and consequent gain in buying power. 
Practically all industries here are busy, 
with those having a part in national 
defense preparations working extra 
time. A part of the gain in factory 
employment is due to the fact that shoe 
factories are generally. busy. 

Contrasted with last Winter, when 
this section was blanketed under drifts 
of snow for months, the weather has 
also been favorable, with little snow 
and many balmy Winter days. 


Fenton Represents 
Minor on Coast 


BEVERLY HILLs, CALIF.—John Fenton 
is now traveling the State of California 
for P. W. Minor & Sons, Batavia, N. Y. 
He will work out of this city from his 
headquarters at 308 N. Maple Drive. 





Color Spring Windows | wry Not? 


with Decorative 








“B" — Deep Lavender & 
green design—pink back- 
ground. 


PRICE TICKETS 
Attractively hand lettered In 
popular price denominations, 
or blanks. Several ome in 
stock. Samples avai on 
§ Der.—$1.10. 12 Dez—$2.00 Co 
With Store Name Imprinted 
100 t 00 FOR 
200 ti 00 
Cheek with order please, un- 
less C.0.D. preferred. 
DISPLAY CARDS. 
Each month, 


and fo-ceful selling messages 
on appropriately designed 





Detailed intorma- 
ly 


Jeatjned 


LIVING 
gobpleeta 


A JOY TO WEAR 


COMMERCIAL TRAVELERS 


Mutual Company © No Agents ® No Branch Offices 


Have Your Personal Accident 
and Health Insurance with. . . 


EASTERN 





MASSACHUSETTS CO., INC., 1894 





ACCIDENTAL 
DEATH 
$5,000- 
$10,000 


Estimated Annual 


ACCIDENT POLICY PAYS; HEALTH POLICY PAYS 


DISABILITY 


WEEKLY $25.00 $10.00 


$25.00- 
$50.00 


Cost $15.00 | Estimated Annual Cost $18.00 








SEND THE 
COUPON 
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SOUTH STATE STREET * 


CHICAGO, ILLINOIS | 


PAYS WHILE YOU ARE LAID UP 
PAYS FROM THE FIRST DAY OF DISABILITY 
45 YEARS OF UNFAILING SERVICE 


No Policy Is Cancelled, Rates Increased, or Benefits 
Reduced on Account of Any Agel 





John S. Whittemore, Sec.-Treas. 

Eastern Commercial Travelers 

80 Federal St., Boston 

Without obligation, please send complete 
information and application for membership 
to 


Nome 
Address 


City bee 
B-S-R-41 











0 rer er er mer 


Innersoles 


Oe Oe eee oe ree ee 


. 


NEWFLEX PIGSKIN 





Insoles that are swell to walk in, 
Specify them—Newflex Pigskin. 





OO ee 


Children's Shoes 


OO 


Dr. C. A. Haines 
Shoes for Children 


IN STOCK 


leally desi : al 
_ Write for Cata- 


SUPERIOR SHOE CO., 


508 S. Peoria St. 

also carried in yr 
American Shoe Co. 8. 
251 W. Jefferson Si. tigeiat ee 
Les Angeles. 


Detroit 
Jayson Shee Co. . . . 


- 
a oy 


a Taal 


Le eR ie te See ee Co «© 


Workshoes 


oO Oe eee eee 


— MEN'S & BOYS’ WORK SHOES 


—, 


Shades 


Honest Value 
In Boery Pair 


Sl li eli eed 








OBERTS-HART, | 
KEENE, WN. i. 








Represents Converse 
Rubber Co. 


Detroit, Micu.—S. S. Weiss, well 
known Michigan shoe traveler, has 
taken over territorial representation 
for the Converse Rubber Company, Mr. 
Weiss, who is the new vice-president 
of the Michigan Shoe Travelers’ Club, 
has been with the Cambridge Rubber 
Company in Michigan for the past ten 
years. Before that time, he covered 
the State for ten years for the U. S. 
Rubber Company, so that his acquain- 
tance in the territory is established. 

He will also cover part of Ohio. 











| 
t 
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Course on Retail 
Merchandising 

Boston, Mass.—A_ special course 
summarizing conditions and trends af- 
fecting the future of retail mer- 
chandising is to be given at Harvard 
University under the auspices of the 
Massachusetts University Extension 
Department beginning February 5. 
The course, under the general direc- 
tion of Daniel Bloomfield, manager of 
the Retail Trade Board, Boston Cham- 
ber of Commerce, is to consist of eight 
lectures as follows: 

February 5, Retail Distribution To- 
day—Malcolm P. McNair, professor of 
marketing, Harvard Graduate School 
of Business Administration; February 
12, Instalment Selling—Its Present and 
Future—Carl Schmalz, controller, R. 
H. Stearns Company, and T. J. Dono- 
van, counsel, National Shawmut Bank; 
February 19, Chain Stores, Supermar- 
kets, and Independents — Godfrey M. 
Lebhar, editor, Chain Store Age, and 
Edward M. Synan, secretary-manager, 
Massachusetts Retail Grocers’ and Pro- 
vision Dealers’ Association; February 
26, Price Maintenance—Pro and Con— 
Q. Forrest Walker, ezonomist, R. H. 
Macy and Company, New York City; 
March 5, War Emergencies and Retail 
Distribution—Leo M. Cherne, executive 
secretary, The Research Institute of 
America, Inc.; March 12, Advertising 
and the Consumer—Paul H. Hollister, 
vice-president, J. Stirling Getchell, Inc., 
New York City; March 19, Fashion and 
Retail Distribution—Mrs. Sara Pen- 
noyer, fashion director, Bonwit Teller, 
New York City; and March 26, Legis- 
lative Control of Distribution—Nathan 
Isaacs, professor of business law, Har- 
vard Graduate School of Business ad- 
ministration. 


HUSTLE 
WITHOUT 
BUSTLE 


We're hustlers when 
the occasion demands 
but we don’t make any 
noise about it. Our serv- 
ice is as cheerful and 
quiet as it is speedy. 


Emil Eitel 
Karl Eitel 
Otto Eitel 


UMARCK 


HOTE L-CHICAGO 


ANDOL LA SALLE 





PH AND 


Gilbert Appointed Alderman 

York, Pa.—Willis W. Gilbert, man- 
ager of the Hanover Shoe Store, was 
appointed as a York alderman by Gov. 
Arthur H. James. 





MINNEAPOLIS, MINN.—A single fluorescent tube fifty-six feet long provides all 


of the illumination needed in Boll’s Shoes, 906 


906 Nicollet Ave., opened here late 


last year by W. P. Boll's of Milwaukee. The store is managed by Thomas Shield: 


and carries shoes for men 


and women. Fluorescent lighting is also used in the 


display windows and over floor mirrors. The interior is finished in neutral paste! 
decorated 


shades, with both front and rear 


with a plum-taupe floral design wal!- 


paper. All stock is kept in the rear. John Sirois, for a number of years asso- 
ciated with the Standard Clothing Co. of Minneapolis, is on the Boll’s sales staff 
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Joseph F. Corcoran 


BBockTon, Mass.— Joseph F. Cor- 
coran, one of the South Shore’s most 
prominent shoe manufacturers and 
president of the Joseph F. Corcoran 
Shoe Co., Inc., of Stoughton, Mass., 
died recently at the Goddard Hospital 
in this city following an illness of one 
month. Funeral services were held at 
his home, 30 Belcher Avenue, Brockton, 
followed at 10 A.M. by a High Mass of 
Requiem at St. Patrick’s Church, at- 
tended by a large delegation of asso- 
ciates in the shoe, leather and allied 
industries, as well as personal friends. 

Mr. Corcoran at one time operated 
the Corcoran Supply Co., a wholesale 
plumbing firm with offices in Cam- 
bridge and Brockton. Several years 
ago, however, he organized the com- 
pany which bears his name and en- 
gaged in the manufacture of men’s 
dress and work shoes, eventually build- 
ing up this business until it became 
known as one of the largest in the dis- 
trict. Under his leadership the Cor- 
coran plant attained a capacity of 4000 
pairs per day. 

Mr. Corcoran is survived by his 
widow and two sons, Stanley Cor-oran, 
treasurer of the company; and Ken- 
neth Corcoran, who is vice-president. 


Philias Marcotte 


BERLIN, N. H.—Philias Marcotte, 58, 
proprietor of a shoe store here for a 
number of years, died suddenly of a 
heart attack at his home, 175 Grafton 
Street, recently. 

He was a native of St. Monique, 
Canada, and had resided in this city 
for 30 years. He is survived by his 
widow, Emma Jutras Marcotte, four 
daughters and six sons. 


C. B. Merrill 


CoLumMBus, OHI0—C. B. Merrill, who 
formerly managed the shoe department 
of the Dunn-Taft Co., Columbus de- 
partment store, died recently in Salem, 
Mass. He had been ill the past six 
months and died of heart disease. His 
widow survives. 


[45] 


Frank Huetter Heads Michigan Travelers 


Shoe Travelers’ Committee in charge of Michigan Shoe Fair arrangements: 
Standing: Frank A. Huetter, newly elected president of Michigan Shoe Trav- 
elers’; Sam Kane, chairman of the board; Moe Cantor, secretary; S. S. Weiss, 


vice-president; C. E. 


DetroiIt—The Michigan Shoe Trav- 
elers Club met Jan. 11 at the Hotel 
Statler, for their annual election of 
officers. Following the business ses- 
sion, a so°ial meeting with refresh- 
ments was held, with open invitation 
to all travelers who were in Detroit for 
the annual Michigan Shoe Fair, to at- 
tend. About 100 turned out for the 
occasion. 

Frank A. Huetter, of the Conrad 
Shoe Company, was elected president 
for 1941. Other new officers are: 
Samuel S. Weiss, Superior Shoe Co., 
vice-president; Moe Cantor, Simplex 
Shoe Co., secretary; E. W. Jensen, New 
Way Shoe Co., treasurer. 

New directors are: For three years: 
C. E. Armbruster, Ainsworth Shoe Co.; 
Bruce Dickman, Craddock-Terry Shoes; 
H. C. Schwartz, Peters Shoe Co. 

For two years: Herman Meyer, 
Friedman Shelby Company; Charles 
Harris, Hood Rubber Company; and 
Peter R. Howard, House of Crosby 
Square. 

For one year: Albert Cattell, Gerbe- 





Armbruster, director. 


rich Payne Shoe Company; Sam Kane, 
Bates Shoe Co., and I. C. Warshawsky, 
U. S. Rubber Co. Mr. Kane was also 
elected chairman of the Board of Di- 
rectors. 

As a result of the successful showing 
made by the association at the Fair, 
six new members joined the club on the 
spot. Especially important was the fact 
that several of these men were trav- 
elers with extensive territories, some 
running “New York to Nebraska,” so 
that their decision to join the Michigan 
club, indicated the growing significance 
of the Michigan organization in re- 
gional activities. 


Lawrence O. Connors 


CoLuMBus, OH10—Lawrence O. Con- 
nors, eastern representative of Vitality 
Shoe Co. of St. Louis, Mo., died re- 
cently in Methodist Hospital, Philadel- 
phia, Pa., following an operation. He 
was formerly associated with the Lape- 
Adler Co. of Columbus. His widow, a 
daughter, father, and two sisters sur- 
vide. Burial was in Columbus. 





of your product. 





Your advertising should always con- 


vey a constructive message to the Man- 
at-the-Fitting-Stool. For he is the one 


who controls the reputation and destiny 
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SALESMEN WANTED 


ALESMEN WANTED: A specialty line of 

shoes, Infants’ to growing girls’; carried in 
stock; on straight commission, for the State of 
New York. May carried as a side line. 
Address $17, care Boot.& Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 








COMMISSION SALESMEN to handle a line 

of fast selling Women’s Novelty $2.00 Shoes 

and Women’s Play Shoes. 

not conflict. Openings in all territories. 

full particulars. Address $22, care 

— Recorder, 140 Federal Street, Boston, 
ass. 


Present line must 
Write 
& 





WO TO THREE DOLLAR line of slippers 

and play shoes available in the following ter- 
ritories: New England; Texas and Oklahoma; 
Missouri and Arkansas; Kentucky and Tennes- 
see. Address 225, care Boot & Shoe ed 
100 East 42nd Street, New York, N. 








SIDE LINE SALESMAN WTD. 


MANUFACTURER of foot appliances and 
parts desires side line salesmen calling on 
retail trade on commission basis. State terri- 
tory, references and experience. Address £24, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, > 








POSITION WANTED 


RETAIL SALESMAN: Age 36; 15 years’ 
European experience as retail manager, mail 
order expert; married; neat appearing, ambi- 
tious. Best references. Address £23, care 

& Shoe Recorder, 100 East 42nd ‘Street, 
New York, N. Y. 








ETAIL SHOE SALESMAN over 15 years’ 
experience; Will go anywhere within fift 
miles of New York. Address $21, care Boot % 
Shoe Recorder, 100 East 42nd Street, New 

York, N. Y. 





ATTENTION: MAIL ORDER HOUSES. 


BASEMENT BUYERS — Experienced 
buyer, with office in Boston = district, seeks 

connection as regular bu 7, a up man. 
Address #16, care Boot order, 140 
Federal Street, ‘on, a 





St E Buyer and Merchandiser. Now with 
ation’s largest wholesaler. Also many 
years as buyer for large department stores. 
Age, 44. Services available March Ist. Ad- 
dress $15, care Boot & Shoe Recorder, 209 So. 
State Street, Chicago, Ill 





PARTNER WANTED 


WANTED: Partner with mapinsste amount. of 
"capital in manuf , allied 
« Must have  aeeteaiad in 

usiness 





i B Administration. 
9, care Boot & Shoe Recorder, 100 
2nd Street, New York, N. Y. 





WANTED TO PURCHASE 


WANTED TO PURCHASE 








BEST PRICE PAID FOR 
SHOE STORES 
Or Surplus Stock 
HENRY YOUNG 
1055 Summit Ave _ Bronx, New York 


92-5895 
ALSO PURC ma! ‘cenrs® FURNISHINGS, 
CLOTHING, ETC. 








SHOE STORES WANTED 
FOR CASH 


Men's, women’s, children’s shoes retailing 
from $5.00 and up. Short term leases as- 
sumed. Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., wre. 
79-81 Reade St., New Y 
Unusual references on - 








LINE WANTED 


ELL KNOWN SALESMAN open for line 

for North Carolina, South Carolina, Vir 
ginia, West Virginia. I have en eleven 
vears with one concern. Address $20. care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 








FOR LEASE 


LORENCE, ALABAMA, T. V. A., where 

big developments are taking place. 100% 
location; the most modern store in North Ala- 
hama is ready to lease at once, desirable space 
for Ladies’ Shoe Department. Also Children’s 
realy-to-wear Department. Wonderful oppor- 
tunity. Address: Box 431, Alabama. 





Florence, 








BUSINESS OPPORTUNITY 











DO YOU STILL HAVE 
AMBITION? 


Are you satisfied with your present 
position and income OR do you want to 
get ahead in the shoe business? 


Hundreds of young men and women 
are studying at home for the better 
positions paying from $2,500 to $5,000. 


For information on how you can in- 
crease your earnings or the profits in 
your store WRITE 
SHOE RETAILING BUREAU of America 
Security National Bank Building 
316 N. Oth St., St. Louis, Mo. 








FOR SALE: 


Three Family Shoe Stores—individually or 
as whole. $120,000 annual gross. Volume 
increasing. Average net profit $12,000 an- 
noally. Lecated large Eastern city, fastest 
growing community in U. 8. Owner retiring. 
Correspondence invited. 











Address £18, care BOOT & SHOE. RECORDER, 
100 East 42nd Street, New York, N. Y. 





Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks. 
Branded er wabeented. G prices. 
Write, wire or phone. 
BARSH & CEASAR 
14 8. Third St. Philadelphia, Ia. 
Phone Market 9139 











WE BUY 


Entire or Surplus Wholesale and Ketail 
Stocks. Also randed Shees such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 


tonians, Stetson, Red Cross, Nunn-Bush, Etc. 
a R A 7 PJ RUBIN 
House of Jobs” 
so meode St.. Cor. Church 
Phone Barclay 7-7887. New York City 

















J. T. Pedigo Enters 
Investment Service Field 


St. Lours—J. T. Pedigo, former St. 
Louis shoe manufacturer, recently be- 
came associated with Thomas T. Pole- 
man & Co. of St. Louis (investment 
supervisors and estate management) in 
the capacity of executive vice-president 
and director. Mr. Pedigo was the foun- 
der of The Pedigo Company (liquidated 
in 1938), makers of women’s shoes. He 
was also formerly engaged in banking. 











CLASSIFIED ADVERTISING RATES 


ee ee shennan & 6 com bee were for all undisplayed advertisements. Mini- 
‘or all other classified advertisements the rate is 7 cents per word. 
Pi smear: Coca ch oclS be obded for tee adden. In all other cases each word of the 


Minimum charge, $1.25. 
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Mrs. Mary F. Donovan 


Boston, Mass.—Mr. Mary F. Dono- 
van, wife of Alfred W. Donovan, presi- 
dent of E. T. Wright & Company, Inc., 
of Rockland, Mass., died Jan. 18 at the 
Phillips House, Masachusetts General 
Hospital, in this city. Funeral services 
were held from the family home, 242 
Adams Street, Quincy, on Jan. 21, fol- 
lowed by Solemn High Mass of Requiem 
at St. John’s Church. 

Mrs. Donovan, who was widely known 
by reason of her prominenc in Catholic 
charitable work, had been ill for only 
a short time. 

Surviving are her husband, a son, 
Alfred F. Donovan, who is associated 
with his father in the management of 
the E. T. Wright business, and a daugh- 
ter, Mrs. Ruth W. Lyons, of Lowell, 
Mass. 


Significant Changes 
In Men’s Styles 


DetTroir, MicH.—Present-day trends 
in men’s shoes mean one of the most 
important changes in the last 20 years, 
according to Steven J. Jay, manager 
of the men’s departments at R. H. Fyfe 
and Company. 

“The arrival of the new military in- 
fluence is one of the most significant 
changes in men’s shoes in decades,” 
Mr. JJay said. “Men’s shoes usually 
go along very staidly, as compared With 
the rapid developments from season to 
season in women’s lines, but the pres- 
ent change is a major one. 

“The plain-toed blucher is coming 
back, and should be the outstanding 
style note by the end of the year. These 
are mostly in low shoes this time, al- 
though a few high shoes will be sold, 
of course. These will be in military 
colors. 

“We Gould find the lasts of these 
new shoes almost identical with the 
lasts of th shoes we sold in 1918, dur- 
ing the World War. We have a little 
wider sole today, and we have learned 
how to make a better shoe in some 
respects. Cordovan was a big item 
then, but is not likely to be now. 

“The trend is toward fewer styles— 
and this gives us a chance to work out 
a size program; 90 per cent of lost 
sales are because of size, not style. 

“With the coming increases in cir- 
culation of money, we are going to 
have a better class of shoes for our 
customers—and they will be ready to 
buy them. The present standard of 
shoes accepted by American men is 
generally below par. But when they 
have more money, the first tendency 
i meturally to demand better merchan- 


' “There is another opportunity. We 
have let down a little too much on 
Quality, and placed too much emphasis 
in the past upon price. Now, we 
should compliment our customers by 
assuming that they can spend a little 
More on shoes than they have in the 
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PATENT ATTORNEY 


MERCHANTS’ NEEDS 








past. Train salespeople to show a little 
better shoe value each time, even if it 
is only a dollar higher, and this should 
increase the dollar volume generally. 

“As for increased prices, I believe 
it is a patriotic duty not to discuss or 
advocate a price increase when talking 
with customers.” 


Proper Lighting for Windows 


Detroit, Mich.—The secret of proper 
window lighting is 24-hour lighting, ac- 
cording to F. E. Whitelam, display 
manager of R. H. Fyfe and Company. 
This has been adopted as standard at 
Fyfe’s, and checkup periodically indi- 
cates that there are at least a few win- 
dow shoppers at any hour of the day 
or night, with reasonable frequency. 

Use of lights during the daytime is 
also necessary, according to Mr. White- 
lam, to overcome the tendency to win- 
dow glare. Window-shoppers finding 
themselves looking into a window that 
is almost a mirror, cannot see the dis- 
play properly. The use of window 
lighting behind the glass eliminates the 
glare which causes reflections on the 
window itself. 

Mr. Whitelam, incidentally, warns 
strongly against the use of round win- 
dows for display purposes, despite their 
striking architectural effectiveness in 
certain styles. Experience has shown, 
he pointed out, that such windows will 
not show displays effectively. At least 
twice as much light is required to over- 
come the excessive shadows cast by 
such windows, and customers are un- 
able to see the displayed merchandise 
as well as in the more conventional 
types of windows. 


Interest Shown in New Fabric 


St. Lovis—Thos. E. Collins & Co., 
St. Louis, converters of cotton fabrics, 
report an unusual interest in a new 
nubby weave colorful shoe fabric being 
featured in resort shoes by high-style 
factories. Woven in uneven stripes in 
two color groups, Collins calls them 
“Sunrise” and “Grand Canyon.” “Sun- 
rise” combines a sunbronzed tangerine 
tone with beige, Indian brown, capu- 
cine and green—reflecting the colors at 
the crack of dawn. “Grand Canyon,” 
on the other hand, represents the colors 
at sunset—brown, bronze, copper and 
rust. 


LAL AY II FE 
yn e t shaping Devi f 


~ Alter Shoes to Fit 
<a) 
Abnormal Feet 


+= | 
DUNDE SHOE RE-SHAPING DEVICES. INC 


753 trole St., Los Angeles, Cal. 


Dark Shoes for Spring 


Detroit, MicH.—Dark shades are of 
definite importance, with blue dropping 
behind steadily, in women’s line for 
Spring, according to C. Guy Dixon of 
J. L. Hudson Company, one of De- 
troit’s leading high-style experts. 

“Black is the outstanding color for 
Spring,” Mr. Dixon said. “We are still 
looking for something in dark shades to 
come in strong before Easter, but ex- 
pect black to continue to be very heavy. 

“Wedges still have a definite place, 
coming in especially in the two- and 
three-layer types, and in fancy shapes 
—in the $2 and $5 price range. 

“The four leading colors for Spring 
in their order are: Black, blue, brown, 
and then lighter shades, such as beige. 
We have dropped our blue purchases 
by 15 per cent from last year, while we 
have added 10 per cent on browns. 
Brown seems especially important in 
the lower heel models. 

“The military type shoe is becoming 
surprisingly important—we sold 48 
pairs in three days. People are getting 
more sensible about heels, and are buy- 
ing those that are lower and more com- 
fortable. 

“Another shoe, actually shipped by 
accident, proved our biggest pre-Christ- 
mas surprise seller—an open-toe, open- 
back pump, built wide at the heel base.” 


Fire in Shoe Factory 


ATHOL, MAss.—Fire in the Ansin 
Shoe Co., Main Street, caused damage 
estimated at about $2,000. The com- 
pany is engaged in filling several large 
U. S. Army shoe contracts. 

The cause, according to shop and fire 
officials, is believed to have been a 
carelessly dropped cigarette. The flames 
set off the sprinklers, and before the 
flow of water could be shut off, portions 
of the first and second floors were 
flooded. Sidney D. Ansin, owner, said 
the loss was covered by insurance. The 
plant employs 800 and the production 
was not seriously impeded. About 150 
lost a half day’s work because of the 
fire. 





